THE 





~ American 
Lumberman 


& BUILDING PRODUCTS MERCHANDISER 


Published every other Saturday JULY 28, 1951 First in advertising volume 








Thompson Lumber Company in Champaign, Illinois, uses latest display and material handling idea. 


IN THIS ISSUE: Illinois dealer incorporates many fine ideas in new store . . . Ten steps in selling service . . . Display 
panels up sales for Denver dealer . . . Interior decorators—new source of dealer profits . . . Safety saves 





GAZINE OF MARKETING - DISTRIBUTION - RESEARCH - CONSUMER SELLING 





: $ | 1 $ | Wf s al 


DOLLARS and CENTS oreo! of 


INSULITE Leadouli 


AMONG BUILDERS 






























ROY OLSON, 


veteran Minneapolis builder 


Better sheathing jobs at a lower cost— 
that's what Roy Olson is getting with Insulite 
Bildrite Sheathing. Here's his story, in his 
own words: 


““Gentlemen: 
WE SAVE 3 ways on every job by using Insulite. 


FIRST, Bildrite Sheathing saves us $40 over wood 
sheathing because of lower applied costs. It’s easier 
to cut and fit, and it goes up in about half the time 
of wood sheathing. Bildrite leaves no waste — and 
it also saves the cost of building paper because it’s 
completely waterproofed. 


SECOND, we figure an additional $25 saving be- 
cause we don’t need corner-bracing with 4-foot 
Bildrite. It meets all F. H. A. requirements... an 


corner-bracing, but gives us stronger, better- 
insulated walls. 


THIRD, we gain another $40 by using Insulite 
Shingle- Backer with Bildrite Sheathing. Shingle- 
Backer saves man-hours, eliminates waste material, 
and speeds up our job completions. 


ALL TOLD, Insulite saves us $105 on every house 
we build—and gives us better construction, too. 


Sincerely, 
Roy Olson, 
MINNEAPOLIS, MINNESOTA” 


These are the solid facts that builders all over 
the country are finding out from experience. 
Contractor-builder preference and de- 
mand for Insulite keeps growing by the 
month. That's why more and more deal- 
ers everywhere are swinging to Insulite. 
Are you profiting from Insulite's leader- 
ship? See your Insulite distributor, oF 
just drop us a card. 


*Reg. T.M.U.S. Pat. Off. 


INSULITE DIVISION: MINNESOTA AND ONTARIO PAPER COMPANY 
MINNEAPOLIS 2, MINNESOTA 
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1—Organization of an integrated and articulate construction industry 
which will provide more and better building products to consumers at 
lower real costs with fair wages and profits to all who serve in the in- 
dustry. 2—Coordination of all production, marketing, research and 
professional activities concerned with the development, sale, and delivery 
to the consumer of building products—including the functions of the 
manufacturer, wholesaler, retailer, architect, realtor, contracter, me- 
chanic, financier, association official and public servant. 3—lIdentifica- 
tion of the building products merchant as a central headquarters for the 
industry’s consumer selling activities in the local community. 4—Per- 
petuation of the American ideal of a free people as the basis of a more 
abundant and meaningful life for all. 5—Informative, educational and 
merchandising-minded journalism and service toward these ends. The 
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MAKE YOUR NATIONAL HOME 
THE MOST MODERN HOME YOU 





PUT IN 


@ A famous Youngstown Kitchen 


@ Jet-Tower Dishwashing 





@ 3-ways-best Food Waste Disposer 


Larger crowds visit the model home that day, from coast to coast. They install 
includes a Youngstown Kitchen, com- complete Youngstown Kitchens, adver- 
plete with Jet-Tower Dishwasher and tise the fact in newspapers and direct 
Food Waste Disposer. mail—and find their display homes get 
This is being proved by builders every greater attention than ever before. - 





This public interest doesn’t just happen. There are reasons. 


1. Youngstown Kitchens are better known ing, makes other methods old-fashioned. 


by a margin of 5 to 1 than the next- 3, Youngstown Kitchens Food Waste Dis- 
best-known make of steel kitchen. poser is three ways best, because it takes 
2. Youngstown Kitchens Jet-Tower Dish- continuous feed, is self-cleaning, lasts 
washer completely modernizes dishwash- longer because of its self-reversing action. 


All these Youngstown Kitchens advantages are being advertised and promoted constantly. 


This generates public acceptance that’s to your advantage. Make your model homes the 
most modern ones you’ve ever built. 


B 
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Thousands acclaim Youngstown Kitchens in model homes. And builders have proved it helps sales. 


Get all the happy facts for builders. Write, wire, or call Builder 
Division, Mullins Manufacturing Corporation, Warren, Ohio. 


CPU crgstoun fiithens 


MULLINS MANUFACTURING CORPORATION e WARREN, OHIO 
sold throughout the World 





Youngstown Kitchens are 
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; ; SCREENING - arose 
© WONT Rust — 
© WONT Stay 

"WONT BREnK 
| * WONT puige 







*TRADE MARK 





Get your full share of screening profits with the new 
FIRESTONE VELON Display rack. Turns prospects into cus- 


tomers — even while you're busy elsewhere. 


Sturdy — compact: 5534" high, 45%" wide, 14” deep. 
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PROFITS Roll Right Off With This|* 


Firestone 


4 


% 


SCREENING DISPLAY 


e it displays 


e il dispenses 


eit SELLS! 


30”, 32” and 36”. Ends searching for the right product, the 
right width. No more lifting and carrying. 


Order six rolls now and get this space and time saver for 


Stores the six most wanted screening widths: 24”, 26”, 28”, from Chicago. 


only $9.95 —less than half our cost. We prepay shipment 


Remember, )€2ov* prospects won't be switched! 


They want this permanent, year-round screening because 
rain won't rust it; sun won't rot it; cold won't weaken it; salt 
air won't corrode it; soot and smoke won't destroy its smart 


appearance. 


They like its light weight and its low price. They know it won't 


WATCH YOUR 
INVENTORY! 


There's an avalanche of screening 
business coming your way. See 
your jobber now. If he doesn't 
handle VELON, write or wire us 
today! 


lostic Ulloven Products. 


WEAVERS OF Firestone Veen: SCREENING 


bulge or break under extra-heavy pressure. And they know 


it requires no maintenance — never needs painting. 


Available in 42”, 48” and other widths in addition to those 


carried on the display. In forest green, bronze brown or 








(A 230 lb. man stood on a length of 
Velon screening for fifteen minutes. 
As soon as he got off the bulge 


disappeared, leaving no 
sign of strain or damage.) 
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aluminum gray. Mesh 18 x 14. Filament diameter .015”. 








51 CAMDEN STREET 
PATERSON 3, N. J. 
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WASHINGTON REPORT 





The Big If: Events in Foggy Bottom, having to 
do with this industry and with most other busi- 
nesses, are marking time. Some _ reckless 
guesses are being made in Congress; but the 
thing everyone-is waiting for—and especially 
for its afterclap—is the Korean truce affair. 

A dubious cease-fire—probably the best we can 
expect—could change the shape of the U. S. 
defense program. And anything changing that 
program would coast right on down the busi- 
ness line; producing some fairly spectacular 
effects on the front porch of light construction. 


Rearmament would get slowed down. In fact 
there’s been some heel dragging without wait- 
ing for an armistice; with defense production 
running twenty percent behind schedule. Then 
the defense people would want to fix up better 
types of weapons. Few things, including ladies’ 
hats, go out of style so fast as military equip- 
ment. 


The idea, during an uneasy peace, would be to 
keep the technical design of planes, artillery, 
guided weapons, radar and the like at the 
head of the world parade; to see that plants 
are tooled and ready to go; and to bring a rea- 
sonable quantity of new weapons off the as- 
sembty. lines. 

Without the wastage of battle, it takes a smaller 
quantity of weapons to arm the U. S. forces. 
And the Pentagon wouldn’t want to fill vast 
warehouses with weapons that would be obso- 
lete in a couple of years and that would get 
sold for nothing to our friends of the small 

countries. 


Strategic materials in such a case, and this is the 
point, wouldn’t be used in such large quantities 
for arms manufacture; hence would be avail- 
able for the making of civilian goods. A case 
in point: the big house-building program of 
recent years has issued in a huge increase in 
telephones; and that’s where a lot of copper 
has gone and should go, if it’s available. 


The Little If: Suppose we’re lucky in Asia. Then 
will consumer demand swell up again to match 
the purchases of the post-Korean invasion 
period of last fall? The private word is that 
the experts don’t know any more about that 
one than you or we do. It’s like next year’s 
election. 


The testing period may come in a couple of 
months. If a truce is made, if it holds, and if 
as a result plenty of critical materials go into 
civilian production, then watch the volume of 
sales to householders; cars, washing machines, 
TV sets and the rest. If those sales go along 
at a satisfactory volume, probably the ’52 house- 
construction business will be good. 


New Building Boom? The dog days are pretty 
good for brooding over it; for making up our 
minds if we want it. Probably most dealers 
do; on the theory that you can’t make money 
if you don’t make sales. One trouble is that 
we don’t control such things. Uncle does it; 
by working the credit gadgets. 


ButtpING Propucts MERCHANDISER 


The Administration gave the industry easy credit, 
and construction roared along. The Adminis- 
tration took away this easy credit, and con- 
struction slowed down. Apparently Washing- 
ton can start—or stop—a building boom at 
any time; could start it for purposes other 
than providing shelter for American citizens. 


There are limits to a building boom; for example, 
the limits of housing saturation. We seem not 
to have reached it yet. But if you’ve been in 
this business for twenty years or so, you have 
some memories. 


If there’d been no Korean war, says the N. Y. 
Journal of Comerce, and if there’d been no 
credit restrictions imposed, the 50 record for 
new dwellings might well have passed the one 
and a half million mark. That’s a much higher 
figure than’ the net number of new families 
formed; and housing saturation lies in this 
direction. 


Never before 1950 could so large a part of a new 
home’s cost be borrowed. Never before had the 
price and quality of a house become so secon- 
dary in the new owner’s mind; or so says the 
Journal of Commerce. “The main trouble with 
another building boom like that of 1950,” it 
adds, “is that it cannot last.” 


Too easy mortgage terms, in other words, make 
for a boom-bust cycle. Most of us think Regu- 
lation X is too tough; and we may well be 
right. But, since the volume of house building 
can be largely determined by credit manipula- 
tion, we’d better be as sure as possible that 
the ” is set at a level that can be main- 
tained. 


No surplus yet; but does any one know how 
close we may be to it? The industry isn’t 
afraid, now, of future depressed prices sprout- 
ing from too many houses or of possible waves 
of mortgage foreclosures: But no one wants 
these things; so the dog-days period of slowed 
residence building is a good time to consider 
what we do want and how best to get it. 


Much anxiety among government men over the 
failure to solve the old one of housing for 
defense workers. Skilled workers are in so 
much demand that they feel no urge to take 
jobs where they’d have to sleep under bridges. 
Report is that more than 12,000 aircraft jobs 
stand vacant in one city for lack of housing. 


William J. Levitt, famous mass-production houser 
of Long Island, has been in Washington letting 
go with a barrage because Congress and the 
Federal housing people haven’t come through 
with a workable law for defense housing. The 
Levitt idea is that there’s a red hot need for 
400,000 defense homes. That’s a lot of houses. 


Raymond Foley said builders have been making 
a lot of money in the construction field and 
ought to be willing to invest some of it in 
defense housing. Levitt replied that commer- 
cial builders are what their name implies; com- 
mercial builders. They’re not investment com- 
panies. 
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STAYS LIVELIER LONGER...SAVES MORE FUEL 
BRIDGEPORT FABRICS, t1NC., BRIDGEPORT 1, CONN. 
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In this day of rapid changes, it appears the pendulum is 
already about to swing back in the direction of fewer controls—at 
least in the housing field. If any semblance of peace comes out of 
Korea both materials and credits for housing will become easier 
to get this fall. 

* * * 
Publicity which is now breaking on the large number of 
public housing starts in relation to private starts will also cause 
Congress to look kindly on giving private builders more to do with. 
* * ~ 


The Mortgage Bankers Association says cautiously it thinks 
there’ll be more mortgage money to be had, later in the year. It’s 
recently been hard to find. VA loans seem to have been especially 
hard hit. Their interest rates are fixed at four percent; and when 
the Federal Reserve lifted the par value support of Federal bonds 
this made other loans more attractive. 


* * * 


VA loans haven’t been generally refused; but investors have 
been more selective. It'll take a little time for institutional in- 
vestors to adjust themselves to the newer Federal policies . . . In- 
cidentally there are rumors that Fanny May is being considered 
for a return engagement. 

* cd aX 

The new controls law will probably just about make the 
July 31 deadline. The House is taking a long time with it. Mean- 
while the big unions have been rumbling along that they’ll not 
play in the wage-controls yard unless the law gets firm with price 
controls. Congress, at this writing, seems not to give the rumbles 
much attention. 

cs ok * 

Rumors, also, of a reorganization of the Wage Stabilization 
Board; to give the public members a clear majority over the com- 
bined industry and labor delegations. Probably just another of 
those things. The new wage formula will not be announced until 
the new law is in effect. Washington expects the new formula to 
be substantially higher than the earlier ten percent affair. Any- 
body surprised? 





* * ” 


Most long range economic estimates guess a steady but not 
too spectacular cost-of-living rise. The figure now stands at about 
186. As you know, a good many wage agreements are tied to that 
figure; with wages increasing as the c-of-] level rises. 

& * * 


The long predicted amendment to M-4, changing the $35,000 
limit on a single family house to 2,500 square feet of floor space, 
has been issued. Apparently the dollar limit, which looked vaguely 
like an inflation check, had been grabbed at hastily. 

+ * * 


The real purpose seems to have been the saving of building 
materials; and the NPA evidently thought it could do this more 
accurately by hedging on size instead of finished costs. 

* x * 


The Revenue people say that if a company pays wages above 
the ceiling the Bureau will disallow for tax purposes not only the 
amount above the limit but the whole shootin’ match. Get this 
straight. The whole amount paid in wages or salaries. None may 
be deducted in figuring taxes, if any of the payments go above the 
ceiling. Nice, eh? 

a # + 

Senate-House conferees, as of this writing, have approved the 
Senate provision for 50,000 public housing starts for the ’52 fiscal 
year; instead of the House provision for 5,000. 

* + * 


N. Housing credit controls, according to report, will be relaxed 
this fall or early winter. 
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Farm Building Totals 
Huge Dollar Volume 


Farmers spent 1.6 billion dol- 
lars to build, improve, and re- 
pair their houses and other 
farm buildings in 1949, the U.S. 
Department of Agriculture has 
reported on the basis of pre- 
liminary findings of a Survey 
of Farmhouses and Construc- 
tion made last year by the 
Bureau of Agricultural Eco- 
nomics. This total includes 
credit purchases but not the 
value of farmers’ own labor. 
The survey covered only farms 
of three acres or more with ag- 
ricultural production valued at 
$150 or more in 1949 or 1950 
and having resident operators. 

Of the 1.6 billion dollars 
spent on construction in 1949, 
935 million went for house 
building, improvement, and re- 
pair; and 690 million was for 
service buildings. This total for 
1949 may be compared with ex- 
penditures of 1.3 billion dollars 
on farm construction in 1946, 
the only other year for which 
there has been a Nation-wide 
survey of expenditures for 
farm construction. The ex- 
penditure in 1949 of 935 million 
dollars for work on all houses 
compares with outlays of 695 
million dollars in 1946 for op- 
erators’ dwellings only. The 
expenditure in 1949 of 690 mil- 
lion dollars for service build- 
ings only compares with out- 
lays of 619 million in 1946 for 
service buildings and tenant 
housing. : 


Public Housing Starts 
Are Up Sharply 


The start of 42,300 socialized 
public housing units in June is 
evidence of a dangerous trend 
in this country, Frank W. Cort- 
right, Executive Vice President 
of the National Association of 
Home Builders’ warns. 

Cortright says that 42,300 
homes built by the government 
totaled approximately one-half 
the volume of defense and de- 
fense related housing started 
during the same month by pri- 
vate enterprise. 

Commenting on the Bureau 
of Labor Statistics announce- 
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Ready to Ship! 





DOUGLAS FIR 


Join the growing list of Air-King 
dealers who are saving them- 
selves money by getting specified 
length rafters, plates, joists, studs 
and small timbers in standard 
green Fir. 


No need to buy three cars ran- 
dom with unwanted sizes to get 
one car of desired items; you can 
buy the number of pieces in each 
length and size you need from 
Air-King. 


Shipped fast and on time. Let us 
demonstrate. 








AIR-KING 


MANUFACTURING 
CORP. 


Tigard, Oregon 

















ment that 130,000 housing units 
were started in June, of which 
42,300 were public housing and 
only 87,700 were privately built 
homes for rent and sale, the 
NAHB spokesman suggests 
that the Congress should elim- 
inate all further construction 
of public housing during the 
emergency period. 

“The private home building 
industry has been cut 40% by 
federal regulations and has 
patriotically accepted this re- 
duction. However, it is unwill- 
ing to see public housing move 
up to:more than ten times its 
monthly volume in the past, 
when critical shortages in steel, 
copper and aluminum are seri- 
ously limiting private building 
necessary to the war effort.” 


Colgan Resigns 


R. A. Colgan resigned re- 
cently as executive vice-presi- 
dent of the National Lumber 
Manufacturers Association to 
manage 600,000 acres of forest 
property for the Shasta Forest 
Company, of Redding, Califor- 
nia. 

Harry T. Kendall, chairman 
of the board of the Weyer- 
haeuser Sales Company, St. 
Paul, will serve as a temporary 
replacement until a permanent 
successor is named by the board 
of directors when it meets in 
San Francisco in November. 

Mr. Colgan came to NLMA 
in 1945 from Chico, California, 
where he was production man- 
ager of the California timber 
and lumber operations for the 
Diamond Match Company. It 
was under his direction that 
218,000 acres of the company’s 
California forest holdings were 
managed on a sustained yield 
basis and certified as a Tree 
Farm. Just prior to his quarter 
century of service with Dia- 
mond Match, he was forest as- 
sistant in wood research at the 
U. S. Forest laboratory, Mad- 
ison, Wisconsin. 

A forest graduate of Mich- 
igan State College in 1913, Mr. 
Colgan has been a lumberman 
for over 30 years. Because of 
his outstanding leadership in 
forest conservation, he was 
named an honorary vice presi- 
dent of The American Forestry 
Association this year. He is also 
a member of the Society of 
American Foresters, a director 
of the American Standards As- 










sociation and chairman of the 
Lumber Survey Committee of 
the Department of Commerce, 


Next Year's Convention 
Dates Announced 


BMEA has announced the 
following list of convention lo-§ 
cations and dates for 1952. Al.” 
though there are possibilities 
of changes, most dates are defi- 
nite. Corrections will be made 
in these columns as they may 
occur. 





January 14, 15, 16—Kentucky Retail 
Lumber Dealers Assn., Brown Hotel, 
Louisville, Ky. 


January 15, 16, 17 — Northwestern NO 
Lumbermen’s Assn., Minneapolis, Au- 
-ditorium, Minneapolis. 


January 23, 24, 25 — Southwestern 
Lumbermen’s Assn., Municipal Audi- 
torium, Kansas City, Mo. 


January 20, week of —Ohio Retail 
Lumbermen’s Assn., Cleveland Audi- 
torium, Cleveland, Ohio. 


January 21, 22, 23—Western Retail 
Lumbermen’s Assn., Olympic Hotel, 
Seattle, Wash. 


January 28, 29, 30—Northeastern Re- 
tail Lumbermen’s Assn., Hotel Stat- 
ler, New York City. 


January 29, 30, 31—Wisconsin Retail 
Lumbermen’s Assn., Municipal Audi- 
torium, Milwaukee, Wis. 


February 5, 6, 7—Michigan Retail 
Lumber Dealers’ Assn., Civic Audi- 
torium, Grand Rapids, Mich. tam 


February 6, 7, 8— Middle Atlantic \ 
Lumbermen’s Assn., Chalfonte-Had- 
don Hall, Atlantic City, N. J. 


February 6, 7, 8-— Mountain States RIG 
Lumber Dealers’ Assn., Shirley-Savoy. 
Hotel, Denver, Colo. 


February 6, 7—Lumber Dealers Asso- 
ciation of Western Pennsylvania, Wm. 
Penn Hotel, Pittsburgh, Pa. 


February 12, 13, 14—TIllinois Lumber 
& Material Dealers Assn., Sherman 
Hotel, Chicago, Ill. 


February 13, 14, 15—Virginia Build- 
ing Material Assn., Richmond or Roa- 
noke. 


February 17, 18—Mississippi Retail 
Lumber Dealers’ Assn., Buena Vista TES 
Hotel, Biloxi, Miss. inte 


February 24, week of—Intermountain } ¥'t 
Lumber Dealers’ Assn., indefinite. 


February 26, 27, 28—Indiana Lumber 
& Builders’ Supply Assn., Murat 
Temple, Indianapolis, Ind. 


February 27, 28, 29—Nebraska Lum- 
ber Merchants Assn., City Auditorium, § Us 
Omaha. wi 











F W 
March 11, 12—North Dakota Reiail §,, 
Lumbermen’s Assn., Fargo or Bis- 
marck, N. D. Q 
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SELF FORMING 
NOZZLE 





AR TITE SEAL 























without leaking. 





Use METAL cartridges 
vith TWISTITE or 
WIRE-BAIL calking 


guns. 











BuitpiInG Propucts MERCHANDISER 


NO DRYING OUT 


Stays fresh longer 





NO LEAKAGE 
AROUND 
CONNECTION 


Newly developed 
piston seal 









NO LUMPS 


a : 


TOUGH NOZZLE 5 > 
Same a tal 
s meta a 


DEVELOPED TO CUSTOMER SATISFACTION sesacsssscsssscsacoe 


The Handicalk IMPROVED metal cartridge and the 
pape ar heavy duty paper cartridge provide the complete answer 
for better calking applications. The recent major improve- 
ments made on the metal and paper cartridges—plus the 
tested and proved high quality of Handicalk calking com- 
pound is definite assurance that Handicalk customers 


RIGID NOZZLE will find fresh, easy-to-use calk under all handling and 
storage conditions. 


4 ¢”” “f H eda 3 a 


TESTS—Metal cartridge takes 10 Ibs. TESTS—Hydraulic pressure of 55 Ibs. 
internal air pressure per square inch applied to metal cartridge without 


. BURSTING. 
‘ 


~~ 





Use PAPER cartridges 
with WIRE-BAIL or bar- 
rel type commercial 
guns. 


7 x 
ew \MP ROVED METAL cant®” 
ws 


went OR A REFUND o> and lined 


” Guaranteed by @ 
Good Housekeeping 
Ip hop 






















DURABLE 
Heavy Duty - af 
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The manufacturers of 


9 ae ~—y 
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Handicalk will replace 
FREE OF CHARGE any 





arate Meh a% a”. .% a". 


Boo 







cartridge from which 














R PS 
“ the calk does NOT |e 
% The Handicalk metal $3 FLOW FREELY 3 
cartridge has the Good [34 : Ne 
Housekeeping seal of * ee 
approval. Ls 


SE 


COLORS TO MATCH 


A good selection of Handicalk colors to match paint 
gives the job a truly, professional, finished look. 
NO PAINT DISCOLORATION ¢ NO STAINING 
NO SHRINKAGE ¢ EXCELLENT TENACITY 
NO SLUMPING e NO SOILAGE 


For dealer convenience, color of nozzle indicates calk color. 


THE GIBSON-HOMANS (CO. 


2366 WOODHILL RD., CLEVELAND 6, OHIO 
SOUTHERN DIVISION 


THE HUTSON MANUFACTURING COMPANY, Conyers, Ga. 



































WOW ! new 


PROFIT FOR 
DEALERS 





with 


Manduly 
HOUSE PLANS... 


the most practical 
and profitable plan service 
ever offered! 


Now your customers can immediately 
see the home they want. There are 
15 different Plandrite house plans— 
from a $10,000 ranch to a $35,000 
dream home. You'll sell them every 
time—and on each kit you make a 
healthy profit. 


Each kit contains an architect's render- 
ing of the house, a floor plan PLUS 
full-scale actual BLUEPRINTS. You can 
quickly, accurately and easily figure 
material and labor costs. 


Investigate today. See how you 
can earn additional profits as 
well as additional customers. 
Kits retail at $10.00. 
Your profit on each kit $4.00. 


WRITE 








Plandrite Homes, Inc 
1600 Long Valley, Glenview, Illinois 


0 3300 us ONE Sample Plandrite Kit for 


Please fill in: 
Price range of house................. ' 


SE SY IN cenicuedintrciwceeeceue ' 
No. of rooms in house............... . 


[] Send us more complete information. '! 
Enclosed is our check for $ 


‘Company 
Address 








March 12, 13, 14—Iowa Retail Lum- 
bermen’s Assn., Iowa Exhibit Bldg., 
Des Moines. 


Between March 15 and April 15— 
Montana Retail Lumbermen’s Assn. 


March 18, 19, 20—Carolina Lumber & 
Building Supply Assn. 

March 19, 20—Louisiana Building Ma- 
terial Dealers’ Assn., Jung Hotel, 
New Orleans. 


March 25, 26, 27—Tennessee Building 
Materials Assn., Nashville. 


March 27, 28—JIndependent Retail 
Lumber Dealers’ Assn., Hotel Radis- 
son, Minneapolis, Minn. 

April 13, week of—Florida Lumber & 
Millwork Assn., indefinite. 


April 15, 16, 17—Southern California 
Retail Lumbermen’s Assn., Ambassa- 
dor Hotel, Los Angeles, Calif. 

April, first week of—Mississippi Re- 
tail Lumber Dealers’ Assn., indefinite. 
April 20, week of—Texas Line Yard 
Retail Lumber Dealers’ Assn., indefi- 
nite. (Possibly Galveston.) 


April 23, 24, 25—Lumber Merchants’ 
Assn. of Northern California, San 
Francisco, Calif. 


Market Centers 


KANSAS CITY—The South- 
western lumber markets had 
all appearances of stabilizing, 
with prices holding steady and 
demand reappearing in sizable 
degree. The major stimulus to 
the market was the absorption 
of 85 million feet of lumber by 
the government at two recent. 
auctions. 

Mills find that the flow of 
orders has not been fast enough 
to keep abreast with produc- 
tion and some surplus stocks 





are accumulating, but not , 
sufficient force to act as 
damper on the market. 
The situation is spotty jy b 
some parts. For instance, therg oe 
is a definite shortage of 1 by Sam 
No. 2 boards, and mills wer . 
able to raise prices $1 a tho ‘ 
sand. The lists generally ru ; 
from $83 to $85 for this grade ¥ 
There is a fair supply of 1 by 
4 and 1 by 6 boards. On dimen 
sion, the movement of 2 by 4’ 
to the Texas area has been ex 
ceptionally heavy and mills are 
getting $75 to $80 for thisiim? 
grade. i ’ 
( 


ae 


Common lumber, the kind go- 
ing for crating purposes, is f 
supplying mills with a fair 
amount of business. Some 1-Me 
inch No. 2 gum was moving in \ 
fair amounts. i 

The devasting floods in Mis-# | 
souri and Kansas the past week i ) 
will mean a great deal of re-ie 
placement business for lumber 
yards. No building is going on 
in Eastern and Central Kansas 
and the losses to property own- 
ers are running into the mil- 
lions. 

Retail yards are still buying 
sparingly, but will be in the 
market for sizable amounts in 
the near future, lumbermen 
believe. 

Construction work in the first 
five months of 1951, as reported 
by the Federal Reserve bank in 
18 of the larger cities in the 
Southwest, was 34 per cent less 
than a year ago. Residential 
contracts awarded dropped 13 
per cent from the like 1950 
period. 

SEATTLE—One of the most 


















Value 


0 
1929 ‘30 ‘31 ‘32 











: 1951: By The Chicago 


1 
Building in Current and 1929 Dollars ) ! 


Construction as Reported 


=4-= Value of Construction Adjusted for 
Changes in Construction Costs 





INDEX 
1929 =100 


| 


# 


125 





75 
50 
25 


0 
‘M4 "35 ‘36 ‘37 "38 ‘39 ‘40 ‘41 ‘42 ‘43 ‘44 ‘45 ‘46 47 48 ‘49 ‘50 
Sources of Data: United States Department of Commerce; American Appraisal Co. 
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Bathrooms are a natural for Insulux Glass Block. 
Steamy, moisture-laden air can’t harm it. An 
easy wipe keeps glass block sparkling clean. 





INSULU 


AF 





’ 


PRIVACY AND BEAUTY THROUGH THE MAGIC 


GHT 


This “before and after’’ picture shows what a remarkable change 
a panel of Insulux Glass Block can make in a room. 









or Daylight Engineering 


WHEN HOME OWNERS COMPLAIN 
that the house next door is too close... 
neighbors can see in... Of an unattrac- 
tive view spoils a favorite room’s atmos- 
phere, here’s how Insulux Glass Block® 
can solve such problems. 


Not only does this attractive panel of 
Insulux Glass Block screen out an un- 
pleasant view but it adds decorative beauty 
to the room. It also floods the room with 
soft, diffused natural daylight. 


You don’t have to wait for new house 
construction to install panels like this. 
Daylight Engineering with Insulux Glass 
Block in existing homes—basement, 
kitchen, bathroom, to name just a few 






places—offers you an excellent opportunity 
to keep your volume up, despite curtailed 
new construction. 


Ample stocks of glass block and all of 
the accessories needed are non-critical and 
immediately available in quantity. Instal- 
lation is simple and quick . . 
only ordinary mason’s tools. 


. requires 


Get all the information about the many 
profitable glass block applications you can 
find in the average home. Just write: 
Daylight Engineering Laboratory, Dept. 
A.L. 7, Box 1035, Toledo 1, Ohio, Amer- 
ican Structural Products 
Company, subsidiary of 
Owens-Illinois Glass Com- 
pany. 


“WALLS OF DAYLIGHT’ 


— by the leaders of Daylight Engineering 





RED-]-POST 
Te GY, > 
Vest with Kingdeck 


@ The All-Purpose Adjustable Post 
with greater Safety Features. 
Ring-Lock Adjustment guarantees 
equal load distribution. Made 
from Steel Pipe and Heavy Tub- 
ing. Easy to install. Economical 
to use. Attractively packaged for 
better merchandising. 
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DISTRIBUTES 
100% LOAD 

ON FULL 
CIRCUMFERENCE 





THREE SIZES 
A- . ADJUSTS a 5%" - g'4" 
rt: 6" .5'9" 


” 5 Z - 3'6" 


eee 


Send Your Inquiry 





Name 
Address 
City 








State 





KEEP FLOORS LEVEL AND SAFE 








potentially dangerous fire years 
in more than a decade is plagu- 
ing the Pacific Northwest. Log- 
ging has been halted several 
times during periods of low 
-humidity. There have been 
many fires but so far damage 
is not large. 

Inventory of logs is very sat- 
isfactory despite interruptions 
to input due to the fire weather. 
On July 1st Columbia river re- 
ported 54 million feet more 
than a month ago; Grays Har- 
bor supplies went up four mil- 
lion; Puget Sound went up 57 
million for a total of 408 mil- 
lion. All three districts had 
more logs than at this time a 
year ago. 

Weak lumber and_ shingle 
demand and many mill closuress 
particularly shingle mills, have 


| contributed to the good log in- 


ventory. 

Prices of logs are firm and 
steady with the exception of 
cedar which has dropped 10 to 
15 dollars making shingle logs 
about 50 and lumber logs 100 
to 110. 


Lumber—National 

Lumber shipments of 490 
mills reporting to the National 
Lumber Trade Barometer were 
0.8 percent above production 
for the week ending July 7, 
1951. In the same week new 
orders of these mills were 33.6 
percent above production. Un- 
filled orders of the reporting 
mills amounted to 54 percent of 
stocks. For the reporting soft- 
wood mills, unfilled orders were 
equivalent to 25 days’ produc- 
tion at the current rate, and 
gross stocks were equivalent to 
47 days’ production. 

For the year-to-date, ship- 
ments of reporting identical 
mills were 2.2 percent above 
production; orders were 0.1 
percent above production. 

Compared to the average 


corresponding week of 1935- . 


1939, production of reporting 
mills was 11.8 percent below; 
shipments were 14.3 percent be- 
low; orders were 6.9 percent 
above. Compared to the cor- 
responding week in 1950, pro- 
duction of reporting mills was 
24.1 percent below; shipments 
were 36.3 percent below; and 
new orders were 19.0 percent 
below. 


West Coast 


Sawmills in the Douglas fir 
region cut nearly a billion more 


feet of lumber in the first six 
months of 1951 than during a 
corresponding period last year. 

Mills of the region had run 
up a total of 5,831,898,000 board 
feet by the end of June. Last 
year total production for the 
first six months was 4,973,982, 
000 board feet. 

Shipments kept close pace 
with production, Smith stated, 
and the first half year of 1951 
saw more than half a billion 
feet loaded out than for the 
like period in 1950. Shipments 
for six months of 1951 total 5,- 
827,529,000 feet compared to 
5,313,585,000 feet in 1950. 

The weekly average of West 
Coast lumber production in 
June was 222,431,000 b.f. or 
123.7% of the 1946-1950 aver- 
age. Orders averaged 172,333,- 
000 b.f.; Shipments 204,496,000 
b.f.; Weekly averages for May 
were: Production, 234,375,000 
b.f. (130.4% of the 1946-1950 
average); Orders 215,967,000 
b.f.; Shipments 226,023,000 b.f. 

Twenty-six weeks of 1951 
cumulative production 5,831,- 
898,000 b.f.; Twenty-six weeks 
of 1950, 4,978,982,000 b.f.; 
Twenty-six weeks of 1949, 
4,844,266,000 b.f. 

Orders for Twenty-six weeks 
of 1951 breakdown as follows: 
Rail & Truck 3,821,553,000 
b.f.; Domestic Cargo 1,069,479,- 
000 b.f.; Export 290,405,000 
b.f.; Local 349,447,000 b.f. 

The industry’s unfilled order 
file stood at 584,918,000 b.f. at 
the end of June, Gross Stocks 
at 798,343,000 b.f. 


Western Pine 

The 99 mills reporting to the 
Western Pine Association for 
the week ending July 7, 1951 
(a holiday week) cut 31,854,000 
feet of pine and associated 
woods. This compared with 
45,307,000 feet for the corre- 
sponding week a year ago. Ship- 
ments for the week totaled 30,- 
217,000 feet as compared to 
44,148,000 feet a year ago. 
Orders for the week amounted 
to 45,777,000 feet, not far under 
the figure of 51,076,000 for the 
same week last year. 


Southern Pine 

Production of the 115 mills 
reporting to the Southern Pine 
Association for the week ending 
July 7, 1951 (a holiday week) 
totaled 138,948,000 feet, 28.57 
percent below the three year 
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You'll —_ monty profits 
Nailer wi 
- Alumiladaer! 
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Dealers: Here's the surefire way to’’step up” 
your profits on ladder sales. 


Feature unique ALUMILADDER... built to take 
the heavy daily duty in commercial and in- 
dustrial use, yet lightweight aluminum... 
stronger than wood per Ib. Will not rot, warp, 
splinter or corrode. No wonder it sells so fast 
to painters and mechanics. 


Mail the coupon... and profit. 


shter weight! All aluminum. About 2)4 lbs. per 
ft. 
onger! High strength aluminum extruded sec- 
tions used throughout. 
tra rigid! X member assembly, horizontal cross 
braces and two extra braces on bottom step. 
eted assembly! Six rivets in each step prevent 
side sway, add extra strength. 
tra safe and easy to handle! One operation 
opens and locks ladder in position. No scissor- 
action to pinch fingers. 
y to grip! Rounded edges on all siderails. 
\!-proof! Concentric ridges on pailholder and 
top step grip paint cans of every size. 
n-skid! Heavy rubber cushions riveted to each 
leg prevent slips, scratched floors . . . steps are 
grooved for extra safety. ; 
sists rust, rot, weather! 
re-painting! Natural finish stays attractive. 
step ladder size for every need! 4 ft., 5 ft.,6 
ft. Also heavy duty platform ladders, 8 ft., 10 ft., 
12 ft. and 14 ft. available. 





New exfension ALUMILADDER 
boosts your 
ladder profits! 


Sell it . .. rent it ...tap the 
market to the fullest. 

Think of the demand for an 
extension ladder so light one 
man can spot it easily, accu- 
rately . . . yet so sturdy it suits 
both mechanic and house owner 
to a‘“*T”. Strong corrugated 
rungs. Extra safe, extra rigid . .. 
ends are hydraulically expanded 
into siderails. Patented safety 
lock. Sizes 20’ to 60’. 

RENTALADDER! Make extra 
profits, as you do in renting 
sanders and polishers. Mail cou- 
pon for full details on RENTA- 
LADDER. 


BurtpING Propucts MERCHANDISER 


. 
NN 


ALUMILADDER 


by the makers of famous CHROMTRIM 
R. D. WERNER CO., Inc. 
295 Fifth Ave., New York 16, N. Y. 
R. D. Werner Company (Canada) Ltd. 


Oshawa, Ontario 


pnrOtTHe, 


rR Oo VAL tcanee 


» 
Ropuct 


Wholesalers: Certain areas are still open < 


- eee eee eee eee ea le Z 


R. D. Werner Co., Inc., Dept. AL. 
295 Fifth Avenue, New York 16, N. Y. 


Please send full details on Alumiladder (including prices, dis- 
counts, etc.) Also Alumiladder Rental Plan. 














Check whichever youare: ( ) Retailer ( ) Jobber 
NAME 
COMPANY 
ADDRESS. 
CITY. STATE. 








JOBBER’S NAME 





































average. Shipments for the 
week amounted to 12,703,000 
feet, 34.95 percent below the 
three year average and 8.93 
percent below production. 
Orders received during the 


week totaled 13,013,000 feet. 
This was 6.70 percent below 
production and 33.36 percent 
below the three year average. 
Orders on hand increased 0.74 
percent during the week. 


The Lumber Market at Presstime 


The following index is intended merely as a check on buyi 
a compilation and average of mill prices at press time an 


g practices. It is 
should not be con- 


sidered as current on the day the magazine is received. The prices should be 


useful in following market trends and as a check on 
mately ten days before receipt of the magazine—the 


DOUGLAS FIR 
Vertical Grain Flooring 
B&Btr. Cc D 
eee 155.00 145.00 105.00 

Flat Grain Flooring 
2 eee 140.00 130.00 98.00 
De a6 tec dens 160.00 155.00. 105.00 

Drop Siding 
1x6 (Pat. #106).150.00 140.00 110.00 
1x6 (Pat. #116).150.00 145.00 110.00 

Ceiling 
ee 110.00 105.00 65.00 

| ns ae 115-125 110-120 95.00 

Boards and Shiplap and 2” 

Cqzeem) 1x6 1x8 1x10 1x12 
No. sooe tena 76.00 74.00 76.00 
No. ; oo 2 69.00 68.00 67.00 70.00 
No. 3 ....57.00 60.00 57.00 60.00 

No. 1 Dimension 

12’ 14’ 16’ 18’ 20’ 
2x 4 75.00 75.00 76.00 75.00 75.00 
2x 6 74.00 74.00 75.00 77.00 77.00 
2x 8 74.00 74.00 73.00 73.00 73.00 
2x10 74.00 74.00 74.00 74.00 74.00 
2x12 74.00 74.00 74.00 74.00 74.00 

No. 2 Dimension 
2x 4 68.00 68.00 71.00 68.50 68.50 
2x 6 67.00 66.50 67.00 71.00 71.00 
2x 8 67.00 67.00 66.50 66.50 66.50 
2x10 66.50 66.50 66.50 66.50 66.50 
2x12 65.00 65.00 65.00 65.00 65.00 

No. 3 Dimension R/L Only 
i Ae rae en rae eC 43.00 
W @ctheweees eons ee eeen eerie 42.00 
DCN Gace deadveuetebeeunevuscmeen 38.00 
BR 15h eared atin Gd at nce laa Omer ererarate 38.00 
ESAS a Se ee Reems Shee Near 38.00 


(Add 10-12 for dry lumber.) 





WESTERN PINES 


PONDEROSA PINE 


Selects 

S2 or 48 4/4RW 5/4RW 8/4 RW 
C&Btr. RL ...275.00 285.00 280.00 

Shop S28 No. 1 No. 2 
DE Avscevenendesewanwer 175.00 160.00 
Se thence CVauevetbasaeat 170.00 155.00 

Commons 

$2 or 48 No. 2 No. 3 No. 4 
££ bo aa 130.00 96.00 82.00 
ne SO éeceews 130.00 96.00 80.00 

Idaho White Pine 

Selects 

$2 or 4S 1x4 1x6 1x8 5/64 
ae RL. 250.00 265.00 270.00 265.00 
fF Batscees 205.00 225.00 230.00 235.00 

Bi icons 82 or 4S No. 1 No. 2 No. 3 
Me essesvewnes 150. 00 140.00 100.00 
BE: Katweeoeened 150.00 140.00 100.00 

Sugar Pine 

Selects 

82 or 48 4/4 RW 5/4 RW 6/4 RW 
B&Btr. RL...300.00 300.00 05.00 
TF Beebe cececase 275.00 275.00 195.00 
ee 255.00 240.00 175.00 

Shop, $28 

No. 1 No. 2 No. 3 

BOR sevucvcadaud 175.00 135.00 100.00 
|, See eee 175.00 135.00 100.00 
ee cveeneeeees 175.00 135.00 100.00 


urchases made approxi- 
ditors. 


SOUTHERN PINE 


Vertical Grain Flooring 





a. C D 
BI a & roe eee 210.00 200.00 180.00 
Flat Grain eae 
PS es ee: 185.00 175.00 135.00 
BO ciate aoe oe zaare 220.00 210.00 170.00 
Drop Siding 
1x6 (Pat, #106).195.00 185.00 155.00 
1x6 (Pat. #116).195.00 185.00 155.00 
Boards and Shiplap 
1x6 1x8 1x10 1x12 
No. 1 ...135.00 135.00 140.00 165.00 
moO. 3 ..« SBH0 88.00 88.00 93.00 
No. 3 ... 73.00 80.00 80.00 86.00 
No. 1 Dimension 
F 14’ 16’ 18’ 20’ 
2x 4 93.00 94.00 6.00 106.00 106.00 
2x 6 89.00 89.00 90.00 100.00 100.00 
2x 8 92.00 92.00 94.00 100.00 102.00 
2x10 102.00 103.00 103.00 111.00 114.00 
2x12 108.00 108.00 108.00 119.00 124.00 
No. 2 Dimension 
2x 4 86.00 87.00 89.00 99.00 99.00 
2x 6 82.00 83.00 84.00 93.00 95.00 
2x 8 82.00 83.00 84.00 93.00 95.00 
2x10 86.00 87.00 87.00 93.00 95.00 
2x12 86.00 87.00 87.00 93.00 103.50 
No. 3 Dimension R/L Only 
No. 3 Dimension esas — 
2x 4 69.00 
2x é 68.00 
2x 8 67.00 
2x10 67.00 
2x12 61.00 
REDWOOD 
Finish 
A&Btr. Siding ............ 120.00 
x4 Apt. eins cocccceccccce 106,00 
ed oveccccvcces SED 
ix 4 cas BEE. cccecs coccccee SEGG0 
1x é R/L Aa Br. eoccccccccccce 480.00 
1x 8 A& b eeccecceoecoece BE 
Sa eees, 
ERIS Wf is BM. cccvccccs 220.00 
Prices for red cedar siding “in mixed 
cars, hew bundling, 6 to 18’ are: 
Beveled Siding, % Inch 
Clear “_ —° 
x4 inch ...... 95.00 83.00 75.00 
x5 inch ......120.00 118.00 88.00 
x6 inch eeeeer 143.00 120.00 
%x8 inch ...... 185.00 173. Z 130.00 
Clear Bungalow eT A % Inch 
MGM cccccecchame 198.00 160.00 
ae. SO «ceeensne 0:00 218.00 175.00 
12 inch vo eee ee s280.00 228.00 165.00 


Finish, B and Btr. S28 or 4S, 
6-16’ or Rough 
1x 8 neha 





BE segencnvdeeneceseee 

ME décaabawennes evenees 185.00 
Ceiling or Flooring, 
B and Btr., 9-16’ 

B&Btr. Cc D 
IES -.icccccccoackeee 97.00 85.00 
Be. esccdeesenae 100.00 97.00 85.00 
RED CEDAR SHINGLES 

Royals 

ek 18.00 

DO MEE. Scapodecencences 11.50 

DE Cecescceeusecsaeaeee 8.00 
Perfections 

a gt > rr 13.50 

2—18”-5/2 RAO Werewes oe Nae 

ee 2 ee 75 
xxxxx 

DEE Av evcetecevesaca 11.50 

De OREN MEE cvtveccceteccees e eh 8.0 

ge EG. eee 5.75- 6.00 


| 


\ 





ENGELMANN SPRUCE 


Boards and 
=. A ify 1x6 1x8 izt@ ix13 
No. 2&Btr..104.00 107.00 108.00 112.00 
No. 3aBtr. 86.00 87.00 88.00 92.00 
No. 1 Dimension 
12’ 14’ 16’ 18’ 20’ 
2x 4 87.50 87.50 87.50 91.50 91.50 
2x 6 84.00 84.00 84.00 88.00 88.00 
2x 8 85.00 85.00 85.00 89.00 89.00 
2x10 85.00 85.00 85.00 89.00 89.00 
2x12 87.00 87.00 87.00 81.00 ~81.00 
No. 2 Dimension 
2x 4 80.00 80.00 80.00 80.00 80.00 
2x 6 80.00 80.00 80.00 80.00 80.00 
2x 8 80.00 80.00 80.00 80.00 80.00 
2x10 80.00 80.00 80.00 80.00 80.00 
2x12 76.00 76.00 76.00 76.00 76.00 


(Boards graded No. 


2, 


at flat 


i 3, 
price; no price for straight No. 2. Mills 
do not grade out No, 3 dimension sepa- 


rately as in fir.) 





WESTERN HEMLOCK 


Vertical Grain views 





&Btr. Cc D 
ee ee 150.00 140.00 100.00 
Flat Grain Flooring 
ME aicscescuwns 5.00 125.00 93.00 
I ici aha tet atn agar 155.00 150.00 100.00 
Drop Siding 
1x6 (Pat. #106).145.00 135.00 105.00 
1x6 (Pat. #116).145.00 140.00 105.00 
Ceiling 
al paeataneel 105.00 100.00 60.00 
eS Prom eee 110-120 105. 115 90.00 
meatde and Shiplap and 2” (Dry) 
1x6 1x8 1x10 1x12 
NG. 2 ..ccemee 82.00 82.00 82.00 
No. 2 ....44.00 77.00 77.00 77.00 
No. 3 ....62.00 64.00 64.00 64.00 
No. 1 Dimension 
12’ 14’ 16’ 18’ 20’ 
2x 4 75.00 75.00 80.00 80.00 80.00 
2x 6 75.00 75.00 75.00 80.00 80.00 
2x 8 77.00 75.00 75.00 75.00 80.00 
2x10 75.00 77.00 75.00 75.00 80.00 
2x12 75.00 75.00 75.00 75.00 80.00 
No. 2 Dimension 
2x 4 72.00 72.00 74.00 73.00 73.00 
2x 6 71.00 71.00 72.00 73.00 73.00 
2x 8 68.00 68.00 69.00 69.00 69.00 
2x10 68.00 68.00 68.00 68.00. 68.00 
2x12 66.00 66.00 66.00 66.00 66.00 
No. 3 Dimension R/L Only 
BS OE apie Biegler a 6 ence ae die nse abil ace 59.00 
DM pata eile ican we lea setae 58.00 
NE ei cs ss cite as ances ae, or dc aa aaa 57.00 
| rrr rere ere 56.00 
ee ee rere 56.00 
OAK FLOORING 
Clear Pin 8x24 rewg | by %x1% 
White ..220.00 190.0 70.00 170.00 
Red ..220.00 190. 00 170: 00 170.00 
Sel Plain 
White ..190.00 170.00 150.00 132.50 
Red ....190.00 170.00 150.00 132.50 
#1 Common 
White ..170.00 140.00 75.00 60.00 
Red ....170.00 140.00 75.00 60.00 
#2 Mixed 15” Shorts 
#2 Mixed .100.00 75.00 60.00 50.00 
#1 Com. & ; 
Btr. ....135.00 105.00 70.00 66.00 
#2 Com. ..100.00 80.00 60.00 55.00 





WESTERN RED CEDAR 


Prices for red cedar siding in mixed 


cars, new bundling, 6’ to 18’ are: 
Beveled Siding, % Inch . 
Clear “5 “B 

S654 IER 2.2 0s 80.00 77.00 55.00 
3ee5 IMGR ...66 105.00 103.00 73.00 
1%x6 inch ..... 115-120 113-118 105.00 
%x8 inch ..... 150-155 148-153 115.00 

Clear Bungalow Siding, % Inch 

“Sere 185.00 183.00 143.00 

ae 200.00 198.00 170.00 
3. oar 220.00 213-313 180.00 

Finish, B and Btr, S2 or 4S, 

6-16’ or rough 
Ee ree rr err ere 240.00 
DD c vartincasehooevaesmealee wae 250.00 
MME, G2 cinta a ciaialiara ta abeareisiemalare ones 250.00 

Ceiling or Flooring. B and Btr, 9-16’ 

B&Btr. C D 

Be. cw cca earners 105.00 100.00 90.00 
I) aiavc @ ¥ ela ae ere 120.00 115.00 95.00 
Discount on mouldings, 6-20’ odd 

lengths. 

Series 8, 


0OO— 
Listing under 4.00—list plus 125 per 
cent. 
Listing 4.00 and over—list plus 130 


per cent. 
Clear Lattice, ey: 


5-16’ 


100 Lin. Feet 


1/3x3 
eae 


é di alealnwlguee abo ochis sete amameee 1.50 
ree te Cre re ees Ok. 1.75 
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100.00 


93.00 
100.00 


105.00 
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60.00 
90.00 


ixi2 

82.00 
77.00 
64.00 


20’ 
80.00 
80.00 
80.00 
80.00 
80.00 


x1l% 
70.00 
70.00 


32.50 
32.50 


60.00 
60.00 


50.00 


66.00 
05.00 


ixed 


“BR” 
55.00 
13.00 
5.00 
15.00 


3.00 
0.00 
50.00 


0.00 
0.00 
0.00 
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Here Silentite casements were used 

to make window walls on two sides of a 
bedroom. Silentite casements come in four 
sash styles and in all commonly used 
sizes to meet every practical use. 








This big Curtis picture window has 
two flanking Silentite double-hung 
units to provide an unusual window 
wall arrangement. Silentite’s weather- 
_—. makes it first choice with 


i home builders everywhere. 


preference 
is YOUR profit! 


Mrs. Smith wants a big picture window—Mrs. Clark pre- 
fers casements—Mrs. Robinson wants a window wall of 
double-hung units. Curtis dealers can supply all their win- 
dow needs—and many more—because Curtis Silentite 
windows provide such a wide variety of choice. More than 
that, Curtis Silentite windows, whether double-hung or 
casements, offer a combination of advantages found in no 
other line of windows. No wonder dealers everywhere 
find that Curtis variety—quality—and consistent national 
advertising—build profits fast. 


In today’s small homes, 
bay windows provide 
valuable extra space. 
Bays of many types 
—to suit every 
building need— 
can be made up 
from Silentite 
sash styles. 















CURTIS COMPANIES 


SERVICE BUREAU 
CLINTON, IOWA 


Modern window effects are 
easy to achieve—and econom- 
ical, too—with Silentite. Many 
home owners prefer their win- 
dows finished in natural wood 
tones, and Silentites fit this 





A Department of Curtis Companies Incorporated 
Clinton, lowa «¢ Wausau, Wis. ¢ Chicago, Ill. 


preference toa I”. 2 Sioux City, lowa « Lincoln, Nebr. ¢ Topeka, Kan. 


Minneapolis, Minn. 
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It Takes GOOD MEN 


to produce 


GOOD LUMBER 


— and Pack River's got the Men with ‘know-how’! 

















Meet a 


“GRADER” 


Ralph Chicks is a certified Western Pine Assn. grader in the planing 
mill of Pack River Lumber Co. Since he began his career in the lumber 
manufacturing industry in 1916, he has worked in many different saw- 
mill and planing mill jobs — another example of how our employees 
contribute years of valuable experience to the production of high 
quality lumber that meets Pack River Sales’ exacting standards. 





Pack River Produces Only the Finest Kiln-Dried Western Woods 


Idaho White Pine 
Ponderosa Pine 
Engelmann Spruce 
Inland Red Cedar 
Fir and Larch 


— Representing — 


Pack River Lumber Co. 
Sandpoint, Ida. 


Northwest Timber Co. — Gibbs, Ida. 


Thompson Falls Lumber Co. 
Thompson Falls, Mont. 


SALES CO. 


Spokane, Wash. 
Teletype — Sp. 105 
P.O. Box 64 Tel. Madison 0121 
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Danglas Fir For Rugged Stamina 


1 ors You Can’t Beat a Douglas Fir 
Grade Marked Door 








*The quality group of door manufac- 
turers is comprised of mills inspected 
regularly by the Fir Door Institute 
inspection service. This service is a 
check on quality completely indepen- 
dent of individual mill supervision. 
The doors produced by these manu- 
facturers carry F DI grademarks: 


Acme Door Corporation 
Hoquiam, Wash. 





Buffelen Manufacturing Company 


The door shown is our popular F-3 design 
Tacoma, Wash. 


Cruver Door Company 
hieniiten, Vite PERFORMANCE-ENGINEERED to meet the 


most rugged service requirements, the durability 
and strength of quality manufactured* Douglas Fir 
doors have been proved in both laboratory test 


Everett Plywood & Door Corporation 
Everett, Wash. 





M and M Wood Working Company and actual use. , 
Portland, Ore. The official FDI hallmark of quality is your 
E. A. Nord Co., Inc. assurance of excellence of craftsmanship, materials 
Everett, Wash. and appearance which contribute to the outstand- 
Puget Sound Manufacturing Co. ing performance record of doors manufactured 
Tecoma, Wash. under the FDI quality control program. Included 
under this product improvement program are 
Simpson Logging Company doors made of high-quality, old-growth Douglas 


Seattle, Wash. 


la. Fir, Western Hemlock, and Sitka Spruce. 





Vancouver Door Company FDL:A 


Montesano, Wash. 











The Wheeler Osgood Company FDI:B The FDI grade-trademerks reproduced Fi Door Institute 


at left certify that doors so marked have y 
Tacoma, Wash. been manufactured and inspected in Tacoma 2, Washington 


strict accord with rigid quality and 
FDI:BP performance requirements set forth in 
U. S. Commercial Standard CS73-48. 
At buyer’s request, doors bearing the 


FDIC FDI hallmark of quality will be covered 
by a notarized Certificate of Inspection. 


o 
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MPPALACHIAN 
hardwoods 













HARDWOODS OF MERIT 


Your customer will be pleased with the superior qualities of Appalachian Hard- 
woods. Beauty of grain that assures attractive appearance. Softness of texture 


means easy machining. 


For your requirements in Appalachian Hardwoods consult the leading suppliers on 


this page. 


«Cherry River Boom&Lbr.Co.,Richmond,W.Va. 


Appalachian Hardwoods, Flooring, Planing Mill Products, 
Glued Dimension. 


D. D. Brown.........0.- ~o Elkins, W. Va. 


Mirs. Band and Circular Sawn West Vir Ap chian 
Hardwoods—Kiln-Drying and Planing fun're ties. 
Established 1880. 


«Christian Lumber Co.......Monticello, Ky. 


Appalachian Hardwoods Exclusively 
hipping Point: Burnside, Kentucky 


The M. B. Farrin Lbr. Co....Cincinnati, Ohio 


Kiln-Dried aud Air-Dried Appalachian Hardwoods. “Century” 
Oak and Maple Flooring. 


«M. E. Crisp Lbr. Co......... Welch, W. Va. 


West Virginia and Kentucky Appalachian Hardwoods, Oak, 
Seglan. Seok. Maple, Ash, Hickory, Chestnut and other hard- 
woods. All facilities. 


*jJ. P. Hamer Lbr. Co.......Kenova, W. Va. 


Manufacturers 
Appalachian Hardwood Lumber 


*The Mower Lbr. Co.....Charleston, W. Va. 


West Virginia Hardwoods, Flooring & Geet ep Dingatien. 
a 


Dry Kiln and planing mill facilities. Mills: Cass, 


. en, Dailey. 
Durbin, Colcord & Pettus, W. Va. 


*Meadow River Lbr. Co.....Rainelle, W. Va. 


Manufacturers of West Virginia Hardwood Products. 


*Wood-Mosaic Co., Inc.......Louisville, Ky. 


“Parkay”’ Ready-Finished Hardwood Flooring, Lumber, 
Veneers, Dimension. 


*McCracken & McCall, Inc...Lexington, Ky. 


Appalachian Hardwoods POPLAR BEVEL SIDING 
Band Saw and Planing Mill at Flat Lick, Ky. 


*Mowbray & Robinson Lbr. Co., Cincinnati, O. 
Mills at Combs, Ky. and West Irvine, Ky. 
Complete Line of Appalac ee Maple and Oak 

oring. 


Always Specify 
Appalachian Hardwoods 


* Member Appalachian Hardwood Manufacturers, Inc. 
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‘You mean | dont have to 
carry any stock?” 


@ That’s absolutely true! Custom-built glass products, like structural 
mirrors and furniture tops, can now be sold by lumber and building supply 
dealers—without costly stocks. No elaborate cutting, edging and polish- 
ing equipment is needed, saving valuable space which can be otherwise 
employed. 

You simply send the mirror measurements or furniture top patterns to 
your nearest Pittsburgh Plate Glass Company branch (on the west coast, 
toa branch of W. P. Fuller & Co.). Here the piece will be cut and finished. 
Then, you either install it or let the customer do it. 

Even easier to handle are Pittsburgh Door Mirrors. You will, of course, 
want to carry a stock of these because they are so fast-moving. Here 
again we’ve simplified the stock situation. That’s because we’ve prepared 
a standard package of door mirrors. This includes only five sizes—fitting 
more than 90% of all interior millwork doors. 

Cash in on the ever-growing demand for more glass by homeowners 
with this line of flexible, quick-moving, quality glass products. These 
" famous Pittsburgh Products are really custom-built items for custom- 
built sales and profits, without costly.stock problems. For all the facts, 
write today to Pittsburgh Plate Glass Company, 2238-1 Grant Building, 
Pittsburgh 19, Pa. : 








STRUCTURAL MIRRORS 
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FURNITURE TOPS 
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This Pittsburgh Label, supported by the biggest 
advertising campaign in the glass business, is 
recognized by your customers as the mark of 
quality Plate Glass. Make sure it's on the prod- 
ucts you handle. 





PAINTS - GLASS - CHEMICALS - BRUSHES - PLASTICS 
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- The Finest 
Window Unit 
You Can Sell 


DIXON 
‘ Weather- 
Lok 
UNIT 








NOTE THIS! Weather-Lok is an exceptional 


value window unit. Production is extraordinarily effi- 
cient. The manufacturer controls every step of pro- 
duction from the timber right on down through saw- 


mill, planing mill and window factory. 


5 Big Merits 


@ 100% selected kiln dried Ponderosa Pine 
from our own sawmill. 


@ Weather tight from every angle. 
@ Toxic treated if desired. 

@ Completely weather-stripped. 

@ Fast installation. 


Ponderosa Pine Lumber 


Lumber buyers should look into our mixed car service 
in Fir and Larch dimension and boards, Pine boards, 
Pine selects and mouldings and Knotty Pine Panel- 
ling. All 100% kiln dried. 


Ask Your Jobber or Write 


Western Pine Mfg. Co.,Ltd. 


P. O. Box 2207, Spokane, Washington 


JOHN H. MEARS, INC. ELLIS GLAZING CO. 
Baltimere 30, Maryland Henryetta, Oklahoma 


EXCHANGE LUMBER & MFG. CO. 
Spokane, Washington 
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Letters to the Editors___ 


Amount Due 
To the Editors: 

Here is a copy of a letter and settlement mailed 
to one of our retail dealers, The Haleyville Lumber & 
Supply Company, Haleyville, Ala., by one of his cus- 
tomers. 

This incident actually happened. The customer did 
come by the dealer’s yard later and pay him the amount 
which he deducted from the invoice. The writer 
thought that you might be interested in publishing 
this in one of your issues. 

Donald W. Dobbins, 
Dobbins Bros. Lumber Company, 
Birmingham, Ala. 

Dear Sirs: 

Please find attached check in amount of Two 
dollars and twenty-four cents ($2.24) in payment 


of your invoice of 2/15/51. 
Amount of invoice 8.24 8.24 
Less 9,546 Knots 
and Knot holes @ .06 5.78 
Less curves left-handed 1 @ _ .12 12 
Less curves right-handed 9 @ _  .23 ~~ 2.07 


Less shortage 60 ft. @ 40.00 2.40 
Less bark and 
worm holes 115ft. @ 40.00 4.60 
(excessive) —. 
14.92 14.92 


— 6.68 
Plus salvage from Butter- 
milk timber—9 Qts. 
Buttermilk @ = .15 1.35 
Plus salvage from grub 
worms sold for fish 
bait 366% @  .02 7.33 


AMOUNT DUE YOU....$ 2.24 
Yours very truly 


"Don't Break Up the Form!" 
To the Editors: 

The reprints, “Handling Price Competition,” have 
been received and will be put to good use by us. 

We appreciate very much your kindness in se- 
curing them for us. Please do not break up the form 
as we may be crying for more in another year or so. 

J. R. Gray, Sales Promotion Manager, 
U. S. Mengel Plywoods, Inc. 
Louisville, Ky. 


Your Profit Is In Your Pricing 
To the Editors: 


Do you have a few copies of the “Profit & Markup” 
article that you ran in your magazine a year or so 
ago? If so, would you mail us a few for our yards. 

M. D. Hunter, 
Hunter Lumber & Coal Company, 
Ogden, Ill. 


Now It's E-n-g-e-l-m-a-n-n 
To the Editors: 

As my kids say—you’re getting warm. When I! 
wrote a couple of months ago, AL&BPM’s Lumber 
Market editor was spelling it “Engleman” Spruce. 
He has since progressed to “Englemann.” 

Stop him when he gets to Engelmann.” 

Robert O. Leonard 
for Western Pine Association, 
Portland, Ore. 


July 28;°1951, AMERICAN LUMBERMAN & 





























MENGE: 
AHOGANY 











The Mengel Company is now able to offer you 
African Mahogany Flush Doors at prices actually 
Jess than you pay for many domestic woods! 


Operating its own large logging concession and 
mill in the best Mahogany section of Africa, 
Mengel imports this King of Woods in tremen- 
dous volume. The savings of these large scale 
operations are passed on to you. 


What's more, when you choose Mengel Ma- 
hogany Flush Doors, you’re assured of finest 
construction, guaranteed by the world’s largest 
manufacturer of hardwood products. Mengel 
Mahogany Flush Doors have been tested and 
proved in thousands of installations. Better 
doors cannot be bought! 


BuILDING Propucts MERCHANDISER 






Let us tell you about the extra quality, the extra 
luxury, the extra value of Mengel Flush Doors 
in genuine Mahogany! Mail the coupon for 
complete information. 


The Mengel Company . . . America’s largest manufacturers 
of hardwood products © growers and processors of timber 
@ manufacturers of fine furniture @ veneers @ plywood @ 
flush doors © corrugated containers @ kitchen cabinets 
and wall closets 





THE MENGEL COMPANY 
Plywood Division, Louisville 1, Ky. 


Solid Core. 


Gentlemen: Please send me full information on Mengel 
Mahogany Flush Doors—both Hollow Core and Stabilized 





Name. 


Firm 





Street___ 





City. State 





RO 
Ly) 








THIS BRAND IS YOUR GUARANTEE OF A PERMANENT 
SUPPLY OF HIGH GRADE WEST COAST LUMBER IN 


CANADIAN Forest Propucts LIMITE 
EBURNE SAWMILLS DIVISION 


ALL SPECIES 


VANCOUVER, B.C. 
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BUILDERS Who Know 
Fine Flooring 


Prefer CHICKASAW 
Brand OAK FLOORING 


Unfinished and Pre-finished 
Strip — Plank — Block 


Chickasaw Brand Oak Floors are quick to lay, 
low in initial cost, easy to maintain. Because 
of long lasting beauty they appeal to prospec- 
tive home owners. 


Strip Flooring is in greatest demand. Plank 
Flooring is suitable for ranch type houses or 
other informal settings. Block Flooring is best 
suited for formal surroundings. It is distinctive. 


You can save time by ordering Chickasaw 
Pre-finished Flooring — finishing done at the 
factory — sanding, waxing and polishing done 
by experts. 


Ask about mixed cars of Chickasaw Flooring — Hardwood Lumber — Thresholds — { (<z.3aTS} | 
Risers — Treads — Nosings. Kiln dried semi-finished Oak Dimension Lumber. Send us OAK ") 


your specifications. 


Plank Flooring 








Reg. U. S. Pat. Office 
Member 
NATIONAL OAK FLOORING § f Sanaa 


MANUFACTURERS ASSOC. NOFM A\ 








Memphis Hardwood Flooring Co. tis". 
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Street of new homes in Searlhurst Subdivision, Cuyahoga Falls, Ohio. ARCHITECTS: Firestone & Firestone. 





“Century” Siding Shingles used on all 166 homes in this project. CONTRACTORS: Heslop Building & Realty Company. 


Color...protection... beauty...economy... 


owner-appeals that are 


sales points for 


ae tL 
® 


ASBESTOS- CEMENT 


SIDING SHINGLES 





“Century” No. 57 Siding Shingles give low- 
cost coverage because of large unit size. 


Original manufacturers 
of Asbestos-Cement Shingles 
in this Country 








Buia your business and increase your profits with ““Century”’ 
Asbestos-Cement Siding Shingles! Use these established 
“reasons why” in your selling: 


Colors alone close many a sale! The attractive colors in the 
“Century” selection—SHELL WuireE, SuN-GLOo Burr, SEA GULL 
Gray and FatHoM GREEN—give you a range to meet, every 
customer’s ideas on architectural appeal, distinctive styling, 
and harmony with surroundings. And “Century” colors won’t 
weather out—they are built in the shingles for permanent 
attractiveness! 


Multiple protection has real sales value! Just consider: “‘Century” 
Siding Shingles protect against weather—won’t rust or rot... 
resist rodents and termites. ..can not burn. Any prospect is 
interested in points like these! 


Built-in beauty for lasting good looks! Deep cypress graining—a 
permanent part of the “Century” surface—gives authentic 
appearance of weathered wood; adds to the beauty and charm 
of any home. Butt lines can be either straight or wavy to suit 
customer’s preference. 


And the two-way economy appeals to all! First, ““Century”’ Siding 
Shingles are moderate in initial cost; and large 12’ x 24’’ 
shingles go on quickly, easily, inexpensively. Secondly: There’s 
virtually no maintenance cost on “Century” Shingles—they 
don’t even need protective painting to keep their beauty 
through the years! 


These are proved sales facts to help you build business with 
*Century” Asbestos-Cement Siding Shingles. For further in- 
formation, ask your Keasbey & Mattison distributor, or write 
us direct. And remember, ‘‘Century”’ Shingles are nationally 
advertised in such publications as TimE, Country GENTLEMAN, 
SucCESSFUL FARMING, AMERICAN BUILDER, AMERICAN ROOFER 
& Sminc Contractor, NATIONAL ROOFER, MAGAZINE OF 
Burtpinc. Watch for this advertising—your customers see 


KEASBEY & MATTISON 


COMPANY «© AMBLER © PENNSYLVANIA 








of Associated Plywood Mills 


Here is plywood the beauty of which will amaze and 
delight you. For here is the spiraled grain of 
ocean waves; of tide-prints in the sand; of the lure 
and romance of ocean beaches and wind-swept seas. 
Here is the durability and practicability of 

plywood, surfaced with a modern decorator’s touch. 
Not many may have Sea Swirl, for the supply 

is limited. But for the fortunate few there will be 
home and office interiors of great charm. Sea Swirl 

is available at APMI Sales Warehouses exclusively. 
Call your nearest APMI warehouse for information. 


Associated Plywood Mills, Inc. 


General Offices: Eugene, Oregon 
PLYWOOD MILLS at Eugene and Willamina, Oregon 


925 Toland St., San Francisco 
4814 Bengal St., Dallas 
APMI 4003 Coyle St., Houston 
Sales 4268 Utah St., St. Louis 
Warehouses: 1026 Jay St., Charlotte, N. C. 
Eugene, Oregon 
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A New Link in the Marketing Chain! 


Years of planning results in new magazine-catalog for Lumber and Building Products 
Merchants to send to their prospects and customers. 


Every student of merchandising in the light 
construction industry has recognized for many 
years, the need of the individual dealer for a 
printed medium that would sell his full line 
of products to local family consumers. 

With over 2,000 items available to consumers 
in the average lumber store, not one family in 
a hundred knows the products and services he 
can buy at the dealer’s establishment. Further- 
more, the consumer is seldom interested in ma- 
terials as such—he feels the urge to repair a 
leaky roof instead of buying roofing—the need 
of an extra bedroom in the attic instead of wall- 
board. He thinks in terms of end product ser- 
vices instead of feet of materials. 

This means picturized, suggestive and creative 
selling. Such selling requires a printed medium 
with high reader retention value, such as a cata- 
log of dealer services. 

The dealer has Plan Books to do the job in 
the new home market. He has excellent mat 
services for special sales stories. Several 
manufacturing leaders have provided effective 
mailing pieces covering limited parts of the 
dealers line. 

But until now, the dealer has had to develop 
his own catalog (a project of prohibitive cost 
except for a very large operation) or be with- 
out a full line mailing piece to cover the struc- 
tural repair and improvement market—a market 
which constitutes 40% of his sales opportunity! 

This need the American Lumberman has filled 
with its new magazine-catalog, HOME Mainte- 
nance and Improvement, formally announced 
elsewhere in this issue. 

During all these years the manufacturer too 
has had a serious problem in integrating his line 
of products within the dealers’ consumer mer- 
chandising patterns. 

No manufacturer of building products 
produces a line which constitutes as much as 
20% of the average dealer’s inventory. Every 
manufacturer’s products requires the related 
— of other manufacturers in use and retail 
sale. 

The dilemma here is that the dealer must sell 
his whole line of products clear across the con- 
sumer’s needs, while the manufacturer cannot 
economically justify that type of dealer helps 
for his own account. 

The obvious answer is for an independent 
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agency to develop a dealer magazine-catalog to 
tell the dealer’s whole structural improvement 
and maintenance story in complete detail. 

With such a medium available, the manufac- 
turer is glad to share the promotional cost of 
advertising his individual line in the consumer 
magazine-catalog. 

In principle, this has seemed like an easy 
solution to the dilemma, but in the days when 
exclusive manufacturer-dealers’ franchises were 
prevalent, it was impracticable for a dealer to 
distribute literature carrying the competitive 
advertising of several manufacturers. 

However, with the recent trend to open distri- 
bution, whereby most dealers can buy almost 
any brand advertised from a nearby wholesaler, 
it is at last possible to have a single consumer 
magazine-catalog to cover the entire consump- 
tion field. 

The American Lumberman decided to fill this 
marketing vacuum and on September 8, the 
maiden issue of HOME Maintenance and Im- 
provement will be mailed to a nation-wide list of 
dealer’s prospects and customers. 

Each magazine will be imprinted with the 
individual dealer’s name, address and telephone 
number. The full effect of the advertising will 
be centered on expanding the dealer’s sales. 

While the magazine is available to ‘all Amer- 
ican Lumberman readers, mailing lists are 
guaranteed against competitive duplication. 

The magazine starts as a 68-page book, printed 
in four colors and filled with illustrated “what 
to do” and “how to do it” stories for consumers 
who want to repair and improve their homes. 

A spot-lighted editorial feature will be a 
complete consumer index of the products and 
services offered by the dealer. Consumers will 
at last have constantly before them in one 
magazine-catalog a description of the many, 
many things he can buy at the dealer’s store. 
(We are listing all items sold by 80 percent of 
our dealers.) 

With such a magazine-catalog, the final link 
is forged, coordinating the marketing efforts, 
and integrating the merchandising programs, 
of manufacturers, wholesalers and dealers. 

As stated on our masthead, this is the basic 
policy of the American Lumberman. 


pe ated Art Hood 
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LEFT END of store contains kitchen display, tool bar and office space. Shadow 
boxes extend full length of store and are clearly visible from the street. 


DAVID W. SQUIRES, store manager, 


directs placement of home picture. 


Illinois Dealer Has Many Fine Ideas in New Store 







MASTER 
MERCHANT 


A very real ingredient in suc- 
cessful modern merchandising 
is management’s belief in and 
understanding of the require- 
ments and implications of con- 
sumer selling. At Thompson 
Lumber Company in Cham- 
paign, Ill., the merchandising 
of building materials to the 
consumer has found not only 
enthusiastic acceptance but also 
sympathetic and practical real- 
ization of the problems that are 
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Clarence Thompson, progressive dealer and 
chairman of the Lumber Dealer’s Research Council, 
opens pace-setting yard that features merchandising 
and material handling ideas galore. 


involved in becoming a cus- 
tomers’ service center. 

From yard help to top man- 
agement, the Thompson organi- 
zation shows a firm desire to 
find the answers that will make 
their merchandising venture 
work. There is a steady drive 
to create an efficient, forward 
looking sales machine based on 
the belief that retail merchan- 
dising and consumer selling are 
as applicable to the retail lum- 


ber dealer as they are to the 
department store and the drug 
store. 

When practical business sense 
and long experience in the re- 
tail lumber industry were com- 
bined with a zest and enthu- 
siasm for more modern and 
efficient merchandising 
methods, this fascinating new 
concept of a retail lumber yard 
was born. 

Displays of materials were 
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PLAN BOOK ROOM is at right end where prospects can 


study building ideas. 


conceived with two specific be- 
liefs kept constantly in mind. 
First, that it is poor merchan- 
dising practice to incorporate 
“for sale” materials in the con- 
struction and finishing of the 
display room. It is too difficult 
to keep “‘in use” displays in per- 
fect condition. 

Second, displays should be 
devised to show off products to 
their best advantage—all the 
time. Frequently, a display 
starts off looking well but 
rapidly deteriorates in appear- 
ance due to neglect. 

After much study and in- 
spection of other stores, 
Thompson’s decided to use the 
shadow box idea as the primary 
display method. Nearly every 
material that can be shown in 
a shadow box (windows are an 
exception, because of size), is 
thus displayed. Other excep- 


as his home symbolizes the modern housing ideas 
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SHADOW BOX DISPLAYS of finish materials occupy wall 


space and are feature of store. 


tions are packaged goods such 
as waxes and paints and mate- 
rials such as glazier’s points or 
putty which would look foolish 
if over emphasized. 

But from flooring to roofing 
every other building product 
that affects the finished appear- 
ance of a home can be found in 
the shadow boxes. Fluorescent 
lighting tubes are concealed be- 
hind the horizontal dividers of 
the shadow boxes and show off 
perfectly all the lines, all the 
individuality, all the beauty of 
the different products. 

At the same time, from the 
practical point of view, the dis- 
plays and samples stay bright, 
clean and new looking with 
a minimum of attention. 

The displaying of materials 
in shadow boxes, as exemplified 
by Thompson Lumber Com- 
pany, is a major step forward 


in merchandising in the retail 
lumber business. 

The second phase of the 
Thompson merchandising op- 
eration unfolds just on the 
other side of the back wall of 
the store. 

Within a matter of a few 
steps beyond the office, the cus- 
tomer comes face to face with 
the bulk storage of nails, lum- 
ber, millwork, roofing, plywood 
—every product that is sold in 
the yard. Everything is there. 
The scene is impressive by the 
bulk of materials, the neatness, 
the ease with which materials 
can be handled and looked at. 

From the entrance of the 
store right on out through the 
warehouse, Thompson Lumber 
Company is a store where you 
want to buy because layout is 
sensible and modern. You walk 
up, and look at, and feel mate- 


29 














(A)—HARDWARE ROOM is just outside display area. (B)—PLYWOOD !S STORED in this alley. Power con- 
Stairway leads to second floor and millwork. veyor leads to millwork. Note wallboard truck in alley. 














(E)—LUMBER STORAGE SECTION of warehouse is wide (F)—CASH AND CARRY LUMBER is carried in this shed 
open for efficient storage and handling. for loading out a piece or two at a time. 


PHOTOS ON THESE PAGES are keyed to view angles 
on this plan in order to help visualize warehouse-type 
lumber yard storage. 


PLAN OF LUMBER YARD 
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(C)—THIRD ALLEY contai 





ns shingles and roll roofing. 
Heavy framework for building was fabricated on the coast. 


G)—CURTIS KAIN, yard manager, discusses storage problem with two of his 
helpers. Here on second floor mouldings and millwork are stored. 


(1)}—DONALD MILLER, hardware manager, stands at door 
to hardware department. Display is to the left. 


rial after material because you 
can’t help yourself. Materials 
are made to look interesting. 
Just as shadow boxes are 
used in the store to glamorize 
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appearance while minimizing 
upkeep, so the warehouse 
method of storage has been 
used in the yard to make bulk 
supplies readily available while 


(D)—LIFT TRUCK takes assembled pallets of millwork 
and insulation from second floor to truck. 


(H)—TWO-WAY belt elevator is in- 
dispensable to second floor storage. 








(J)—LOOKING TOWARD DISPLAY from plywood storage 
area. Note system for cutting large sheets to size. 


minimizing handling costs. 
Every product of any conse- 
quence, bulk or sizewise, is pal- 


letized and stored on concrete 
(continued on page 60) 
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imprint goes ae ; 


Your store 


HOME Maintenance and Improvement gives 
your prospects buying suggestions that will 
improve their properties—written in their 
language. Tells them “how-to-do-it" with 
material they can BUY from you. This new 
magazine will give them the IDEAS—behind 
your name as their source to buy. 


Are you prepared to take advantage of the many 
dollars that your neighboring property owners are 
NOW spending and PLANNING to spend in the 
home improvement, repair and remodeling field? 


American Lumberman has something worked out to 
help you get these dollars! It’s a new 68 page 
four color magazine — “Home Maintenance and 
Improvement” — which is available for your cus- 
tomer prospects and will cost you just a few cents 
per copy. The idea is new and unique — we think 
it solves your “get-the-customer-into-your-store” prob- 
lem. KH tells him what you have to sell. 


Let us tell you something about this new plan. The 
new consumer magazine will be imprinted with your 
name on the cover and mailed to your customers 
and prospects. We will imprint the book for you 
and take care of the addressing and mailing details. 


It will be your customers buying catalogue which 
will be kept in the home as an index of what they 
can buy from you. It will tell them that you have the 
MATERIAL to do the improvement, repair or remod- 
eling job they are planning. 


It will sell your services completely as a lumber and 
building products merchant — and establish you as 
the place to buy all products and services for home 
maintenance and improvement. 


HOME Maintenance and Improvement will be pub- 
lished four times per year — will cover the fall, win- 
ter, spring and summer needs for all your customers. 
Everything in the book will be about the products 
you sell and how the customer can use them. 
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Consumer names from accounts receivable ledgers. 
Prospect lists already on hand. 
List of building and loan mortgages. 


List of people having woos ~ am with other financing 
agencies (see public records). 


HOME Maintenance and Improvement is your 


new quarterly magazine designed to sell your 






products and services to consumers. 


Who does all the WORK? We do. Here’s our setup. 
All that is necessary for you to do is to send us 
your list of names by September Ist. We will take 
care of the addressing and the mailing operations. 
The books will be imprinted with YOUR NAME for 
quick customer identification! AND it’s just 1lc per 
copy — a price which makes it the greatest adver- 
tising bargain you have ever been offered. 


Why such a wonderful LOW price per copy? We 
have worked it out this way for you. 80% of the 
cost will be covered by the manufacturer advertising 
in the book. The prospects are directed to you by 
your special name imprint on the COVER. 


It will be your company’s PERSONAL ‘magazine. We 
guarantee your mailing list against competition — 
your customer will not get the magazine from ANY 
OTHER dealer after you have sent us your mailing 
list. That's why it’s important for you to send us 
your list NOW. 


Your work and effort—and cost—would be prohibi- 
tive to produce such a magazine as HOME Mainte- 


Sources to help you make 
up YOUR Mailing List! 


Lists of home property owners from public records. 


Lists of people living in properties they own from 
telephone company. 


Lists of names from residential areas where owner- 
occupied properties predominate (city directory). 


Lists of farmers. 


Lists of occupants of houses in areas built up ten or 
more years ago (city directory). 


Lists of occupants of houses showing need of struc- 
tural improvement through exterior survey. 


fess Hae IG A WR GE BAY 


The plan of HOME Maintenance and Improvement magazine sounds good 
to me. Schedule our company for ................ copies @ I1c each. 


Our mailing list is enclosed [] or will be ready by 


nance and Improvement. We can do this for you 
at such a very low cost that you can’t afford to pass 
up this offer. The only effort you will have to use 
will be to send us your mailing list. We have listed 
a group of sources which can give you an excellent 
productive list. Our suggestions are grouped below 
for your assistance. Your list may be sent to us on 
strips, card file, or any other form. We'll arrange 
it in our office and automatically copies of HOME 
Maintenance and Improvement will be sent to your 
prospects. It’s that simple—do it today! 


Again we would like to remind you that this is YOUR 
advertising bargain. The total cost to you will be 
only 1lc per copy. We will pay the postage of 5c. 
We will pay the cost of imprinting, addressing, han- 
dling, mailing, etc., for 6c. The paper, printing, 
editing, art work and publishing costs are paid for 
by manufacturer advertising. It’s a bargain on your 
budget! But you must act quickly to be included in 
this promotion. 


Send this coupon in today! 


(not later than Sept. 1). 


Company 


Street 


City, Zone, State 





AMERICAN LUMBERMAN, 139 N. Clark, Chicago 2, Ill. 
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a Suggest specific satisfactions! 





Offer suggestions for maintenance. 











Offer decorative consultation 





7 








Suggest additional merchandise for convenience. 





Ne} Meet extraordinary conditions of the interview. 








Show why buying now may be advantagious. 





4 4 special merchandise when logical reasons exist. 





2 Demonstrate that the need requires special merchandise. 





i uggest specific merchandise to serve that need. 








Discover the specific need to be filled for each customer 








Ten Steps in Selling Service 


Thumbnail guide for salesmen who serve 
customers for building materials. 


Merchandising building sup- 
plies involves a dual package. 
The first part is merchandise; 
the second part consists of the 
additional services rendered by 
the salesman and the store. 

These services are many and 
varied in scope, but in any 
event they are properly an in- 
tegral part of the “package” 
as it is presented to the cus- 
tomers who come into your 
store or yard. 

It is up to the salesman to 
create values for the customer 
by explaining and demonstrat- 
ing the merchandise, by ren- 
dering efficient and courteous 
service. 


The 10 steps in selling serv- 
ice illustrated here do not nec- 
essarily occur in exactly the 
order indicated, although the 
first step, discovering the spe- 
cific need to be filled for each 
customer, is necessarily the 
first part ot the service ren- 
dered by the salesman to the 
customer. 


1. Discover the specific need: 
Experienced building supply 
salesmen can frequently glance 
at a shopper and tell a great 
deal about his needs. His size 
and dress may be obvious clues. 
His facial expression and man- 
ner may be more subtle clues. 
However, snap judgments are 
not enough. Perhaps he is 
looking for roofing material. 
Perhaps he wants wallpaper 
for the guest room. Possibly 
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he needs some tool or hard- 
ware items. Only after his spe- 
cific need is really brought out 
into the open can the salesman 
go on to the next step in ren- 
dering good service. It is well 
to remember that many times 
the shopper comes in looking 
for an item when his need can 
actually be served better by 
some other entirely different 
item. Get the facts first! Find 
out the use to which the mer- 
chandise will be put. 

2. Suggest specific merchan- 
dise to serve that need: Once 
the exact need has been deter- 
mined, suggest specific items 
which will satisfy that need. 
His needs, of course, are sub- 
ject to certain qualifications. 
Perhaps he is interested in 
something within a certain 
price range, or intends to buy 
a more expensive item on a 
budget plan. Perhaps the size 
of his house, the size and loca- 
tion of furniture in the rooms, 
the habits and likes and dis- 
likes of other people in his fam- 
ily and many other factors 
will have some bearing on the 
ultimate choice. Obviously al- 
most any lumber or hardware 
need can be served by many 
different items. Help him select 
the best one for his circum- 
stances. 

3. Demonstrate that his need 
requires special merchandise: 
People have basically similar 
wants and problems, but each 





customer is also different as an 
individual. Even within the 
possibilities of standard items, 
certain individual characteris. 
tics and special problems in- 
dicate that their needs require 
something “special.” A man 
who is building his home on 
land which is known to be 
damp a good deal of the time, 
needs special precautions to 
prevent that moisture from 
seeping into his basement. An- 
other individual has a child 
that habitually marks the walls 
with jam, crayon etc.; she 
needs washable wallpaper or 
the type of paint which stands 
up under repeated cleanings. 
Other customers may have 
many other requirements which 
are a little “out of the ordi- 
nary.” Get the facts and show 
the customer how the special 
needs require “special” mer- 
chandise. 


4. Suggest special merchan- 
dise when logical reasons exist: 
Don’t hesitate to suggest extra 
kitchen cabinets or custom built 
equipment when the customer’s 
needs indicate that such a step 
would be logical. You cer- 
tainly don’t want to sell the 
shopper something which will 
soon prove to be as unsatisfac- 
tory as what is now being used. 
It is, of course, not always 
necessary to go to custom built 
equipment to provide some- 
thing “special” for his needs, 
but you will make more long 
term friends for your store by 
solving his problem and serv- 
ing his needs than by making 


a fast sale regardless of his ac- 


tual requirements. 


5. Show why buying now 
may be advantageous: Some- 
times shoppers come in to look 
at building supplies .with a 
vague idea of buying something 
at some “future time.” They 
are aware that they have cer- 
tain needs, but are “looking” 
rather than buying today. The 
fact is that the extra days or 
weeks or months of satisfac- 
tion they may get from buying 
now will far more than offset 
any gains they may make by 
waiting. 

6. Meet the extraordinary 
conditions of the sales inter- 
view: Customers differ a gooc 
deal in their likes and dislikes. 
Sometimes the salesman runs 
into tough ones. Some shop 
pers have trouble expressing 
themselves. Some of them have 
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language difficulties; others are 
deaf or have defective vision. 
Many have misconceptions and 
prejudices and notions which 
must be overcome before a sale 
can be made. 

Suggest additional mer- 
chandise for convenience: The 
alert salesman who has ex- 
plored the customer’s problem 
adequately will often find it 
possible to suggest additional 
merchandise which will add to 
the convenience with which he 
uses what he purchases. This 
may in some instances take the 
form of suggesting wallpaper 
cleaner suitable for use on the 
new wallpaper being pur- 
chased; a wax to be used on 
the table for which the cus- 
tomer has just purchased a can 
of varnish stain or a hose reel 
to carry the new garden hose. 

8. Offer decorative consulta- 
tion: Simplicity is the keynote 
of successful planning in home 
building and furnishing. The 
trend in recent years has been 
towards simplicity, away from 
frills and furbelows towards 
functional design and arrange- 
ment. Show them how periods, 
lines, types, can be made to 


harmonize with the effective 
use of color and design. Keep 
the practical side of decorating 
problems in mind while talking 
to the customer. Offer sugges- 
tions which he can use and will 
appreciate. 

9. Offer suggestions for 
maintenance: Show your cus- 
tomers how correct mainte- 
nance and repair will give 
greater satisfaction over the 
years—how it can fit into house- 
keeping routines without mak- 
ing extra work. Hand tools 
need to be kept clean and sharp 
—surprisingly enough many 
people don’t know how to keep 
them sharp. Other. tools need 
oil or paint. The house should 
be painted more frequently 
with one coat to avoid more 
expensive jobs involving a lot 
of scraping and chipping and 
two-coat work. Routine inspec- 
tion should be made to look for 
leaks, spots that need tuck- 
pointing, etc. Showing your 
customers how simple repairs 
can be made and selling them 
the importance of prompt 
minor repairs to avoid costly 
major repairs will win friends 
and customers for repeat busi- 
ness. 





10. Suggest specific satisfac- 
tions the customer will enjoy: 
Get the customer into the pic- 
ture vicariously. Let him visu- 
alize the greater health, greater 
satisfaction he can enjoy with 
the new products. Suggest the 
beauty of the new tile wall har- 
monizing with the rest of the 
furnishings. Use specific testi- 
monials from satisfied cus- 
tomers when possible, and point 
out how these people had spe- 
cific problems which were 
solved to their enjoyment by 
using this particular piece of 
merchandise. 

Merchandising is a dual task 
—selling merchandising and 
selling service. The  profes- 
sional salesman who will or- 
ganize his selling habits to give 
greater service will create 
values and _ satisfactions for 
the customer which he would 
never receive from simply buy- 
ing the merchandise without 
such services. Such _ service 
makes loyal customers and 
friends, builds repeat and rec- 
ommended business, and gives 
the salesman himself a _ per- 
sonal satisfaction from doing 
more than just enough in his 
daily sales interviews. 
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| O-A is known for quality 


Old-growth logs like this mean quality in the lumber products that 
flow from the great, modern Oregon-American plant. 
to put your next requirements in Kiln Dried West Coast Upland Hem- 
lock and old-growth Douglas Fir up to Oregon-American. 

Straight or Mixed Cars to suit your needs. Try some of our high quality 


KILN DRIED WEST COAST UPLAND HEMLOCK 


Flooring, Dimension, Boards, Ladder Stock, etc. 


Oregon-American Lumber Corp. 
VERNONIA, OREGON 


It will pay you 





WEST COAST 
UPLAND HEMLOCK 
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DOUGLAS FIR 




















Didya KNOW THIS 


Bare pees 


FIR AND HARDWOOD WELDWOOD PLYWOOD * WELDTEX » PLANKWELD * WELDWOOD AND MENGEL DOORS 





about these WIZARDS wie WOOD 


. . that every month hundreds of people are answering our enlarged 
campaign of ads in 27 publications! for Weldwood Glue, Firzite and 


Satinlac . . 
dealers . . 


. and that we turn these inquiry-leads over to our registered 
. Are you one? If you're not yet registered, drop us a postcard. 


UNITED STATES PLYWOOD CORPORATION 
Dept. 282, 55 West 44th Street . 


New York 18, N. Y. 








America’s Largest Selling Wood Glue 


WELDWOOD' 


PLASTIC 
RESIN 

For making things 
or fixing things, 
recommend Weld- 
wood Glue — for all 
wood - to - wood 
bonds. Makes joints 
stronger than the wood itself. Mixes 
easily with water. Stain-free, rot- 
proof, highly water-resistant! A fast 
selling item to hobbyists, home 
owners, contractors, carpenters! In 
self-selling display cartons! 10c, 15c, 
35c, 65c, 95c and larger sizes. 








Tame that wild grain with 


FIRZITE’ 


Over 40 million feet 
of fir plywood are 

» sold every week! 
Here’s your market 
for FIRZITE, be- 
cause it’s a “MUST” 
when finishing fir ply- 
wood or any other 
soft woods. Used as 
an undercoat it “tames” unsightly wild 
grain on stain jobs...virtually prevents 
grain raise or checking on paint jobs 
. readies the surface satin-smooth 
for stain, paint or enamel. (For blond, 
pickled or tinted effects, for that 
“woodsy” look, recommend White 
Firzite on either soft or hard woods.) 





A*Natural” for these modern “natural” finishes 








SATINLAC’ 


r The big modern trend 
is for light natural 

SATINLAC m wood finishes. When 
PEtg customers ask you what 
, 7 to use, you'll make 
a friends by recommend- 
4 ing SATINLAC. It 
brings out and pre- 
serves the natural 
grain and color-beauty of any plywood 
or solid wood. Satinlac avoids that 
“built-up” look; yet will not turn yel- 
low or darken with age. “Water- 
white”; easy to brush or spray; dries 
ready for next coat in 3 or 4 hours. 


In pints, quarts, gallons. 
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tIncluding Saturday Evening Po:', 
Better Homes and Gardens, Americen 
Home, Living for Young Homemake:;, 
Popular Science, Popular Mechani:s, 
and over 20 others. 
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Vig MICARTA 


Ms, 


PLYWOOD BACKING 


| SHEET 


Thousands of lumber dealers are now making 
extra profits selling these Westinghouse 


"pre-fab” MICARTA panels 


Read these yacla- there tnuedligale for yourself 


1 Almost all new or remodelled kitchen installations now include high pressure plastic sink 
and counter tops. These wonderful, lustrous, super-service surfaces are also being 
installed in thousands of bathrooms, dinettes and playrooms every week. This has become 
an enormous business — and is constantly growing bigger. 














2 Now — lumber dealers are getting an ever-larger share of this business by showing their 
customers how they can benefit by using the Micarta “pre-fab” panels — installing 
these surfaces themselves: 








ANYONE CAN SAW, TRIM, DRILL AND WORK THE PANELS WITH INEXPENSIVE TOOLS 


The panels, as shown by the diagram at the top, are complete — ready to use. The top is 
standard Micarta in all colors and patterns. There are four sizes — reducing waste 
to a negligible minimum. 


Builders can lower their costs and step up efficiency by having their own crews install them. 
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Home hobbyists will welcome them. 
the profits lr yow will be handiouee 


3 Our Special Dealer Plan will start you in this new, big-profit field a smart, easy way. 
It includes a great Self-Selling Display and a complete Promotional Package. 











IMPORTANT—Only high pressure plastic lami- 
nates provide the maximum in wear and 
durability. Micarta is a high pressure laminate. 


UNITED STATES PLYWOOD CORPORATION 
55 West 44th Street, New York 18, N. Y. 


Manufactured by WESTINGHOUSE 
pps sy aged Please send details of Micarta deal for Lumber Merchants. 


and sold in decorative grades only by 
UNITED STATES PLYWOOD CORPORATION 


and U.S..MENGEL PLYWOODS, INC. NAME 
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MATERIAL SELECTOR is a time-and-space saver for the Economy Lumber & 
Hardware Co., Denver, Colo. Each item is identified and price marked. 











INTERIOR AND EXTERIOR DOORS 
are included in the display. Each 
panel runs along a track formed by 
hardwood guides. 


Display Panels Up Sales for Denver Dealer 


300 items shown on sliding panels; self-shopping made easy for con- 


tractors and home prospects. 


Sales to home owners and 
contractors have picked up 
sharply since the Economy 
Lumber Hardware Co., Den- 
ver, Colo., installed a series of 
space and time-saving display 
fixtures eight months ago. 

The fixture which cost $1,000 
to build, and displays 300 dif- 
ferent building products, was 
developed by L. A. Stookes- 
berry, who bought the Denver 
firm three years ago. Economy 
has a relatively small show- 
room and this limitation led 
to the development of this fix- 
ture known as the “Economy 
Selector.” The fixture occupies 
a space 12x6’x4” in the left cen- 
ter of the showroom. 

The “selector” consists of 18 
picture frame panels_ which 
pull out to show scores of items 
clipped to the sides of each 
panel; in addition there are 27 
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samples of interior and ex- 
terior doors and one panel of 
insulation samples. The panels 
are of various widths to ac- 
commodate products of various 
sizes varying from moldings to 
builders’ hardware. 

Each panel is equipped with 
a draw pull. Each section 
moves in a channel formed by 
hardwood guides along the ceil- 
ing and at the rear half of the 
floor level; the front of the 
floor area shows half a dozen 
samples of hardwood flooring. 
Every panel is identified by an 
eye-level sticker. Sample prod- 
ucts include insulation, board 
products, asbestos and gypsum 
board, hardboard, flooring, 
shingles, roofing, moldings, ply- 
wood, cedar lining; asbestos 
and asphalt products; metal 
products, fencing, ete. Each 


sample is large enough so the 
customer can easily visualize 
how it will look when applied. 
Use of clips, clamps and screws 
makes it easy to change sea- 
sonal displays. 

The fixture is in constant use 
by contractors who bring their 
new-home prospects into ‘he 
store to select in one visit Il 
the trim, siding, hardware, 
door, interior paneling, etc. 
needed for the job. Some days 
five or six contractors and their 
customers can be found using 
this fixture. 

“The fixture is also ideal {or 
self-service customers,” szys 
Mr. Stookesberry. “We find 


that unit sales are much higher § 


when the customer is left to 
shop for himself. Conseque:t- 
ly, there is considerable time- 
saving for our salesmen.” 
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FABRICS, RUGS AND FURNITURE are supplied by the seven decorators who 
are represented in the Builder’s Supply & Lumber Co. showroom. 


Builder’s 


supplies the painted panel background for each’ display. 







color 


---your best buy! 


¢ 
Says House & Garden . . . Builders Supply 
heartily agrees... 


See displays of House & Garden's 1951 colors in 
our Decorators’ Floor Displays and 


SELECTONE HARMONIZED COLORS 
e Old Colony Product 


See how these colors will transform your home this 
fall, See them TODAY. 


Dial WM. C. BEAL 3-4728 





SAMPLE NEWSPAPER _ DISPLAY 
AD which features decorators’ floor 
displays. Some of the ads list the 
individual decorators. 





Interior Decorators --New Source of Dealer Profits 


Bill Beal, Tucson, Ariz., has established a cooperative tie-in which 
has increased paint sales 700%. 


By MARTHA NOWELS 


Nowels Lumber and Coal Company, 
Rochester, Mich. 


You can add salesmen with- 
out necessarily expanding your 
payroll, says Bill Beal of Build- 
er’s Supply and Lumber Co., 
Tucson. 

Two years ago, Beal put 
seven of Tucson’s leading dec- 
orators on his selling team and 
a 700% increase in paint sales 
is the startling result. Splendid 
dealer-decorator cooperation 
plus effective displays and ag- 
gressive promotion account for 
the mounting sales. 

Beal’s system is simple; it 
can be used by lumber dealers 
everywhere. People don’t buy 
paint; they buy color —color 
that will harmonize with the 
draperies, rugs and furniture 
they have or hope to have. Beal 
invited Tucson decorators to 
show their fabrics, rugs and 
furniture in his store. 


Displays Described 

Builder’s Supply provided a 
painted panel for each display 
entered by the individual dec- 
orator. The name and address 
of each decorator is placed in a 
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prominent position on each dis- 
play. Then in 30-second day- 
time radio spots and Sunday 
newspaper ads, Beal lists the 
decorators who have displays 
in his store. He urges the public 
to come and see “how the dec- 
orators do it.” Do people come? 

“We’ve increased our store 
traffic over 300% since we 
started promoting our dec- 
orator displays,” Beal _ says. 
“Women come in and look, re- 
turn with upholstery and 
drapery materials to match 
against the colors and finally 
return to buy. If, in the mean- 
time, the customer visits any 
of the decorators exhibiting at 
Beal’s, that firm is almost as- 
sured of a paint sale. 

Each of the decorators has 
been given a complete set of 
small color swatches in addi- 
tion to a large color book. After 
the decorator helps the prospect 
select furniture, draperies, etc., 
she finds suitable colors from 
Beal’s color swatches. These 
swatches are placed in an at- 
tractive booklet imprinted with 
Beal’s name and presented to 
the prospect. 

Thus customers who were at- 







Sample Radio Commercial 

See the new exhibits of interior 
decorating at Builders Supply and 
Lumber Company. Each of these 15 
panels was accomplished with fine 
Old Colony Selectone—the preferred 
decorator oil paint—simply perfect 
and perfectly simple to use. Panels 
and shadow boxes have been arranged 
by Leionne Salter of Arizona Studios; 
Anne Stebbins of Anne and Suzanne; 
Doris Thomas of Town and Country; 
Rose Ondrey of Steinfield’s; Burns 
and Habel of Pink Adobe; °Virginia 
Kordsiemon of Sterling Furniture; 
and Goebel Decorators. Builders Sup- 
ply and Lumber Company on Tyndall 
two blocks south of Broadway—be- 
hind Monte Mansfield. 





tracted to Beal’s store by his 
advertising and seek expert 
advice from the decorators, 
almost invariably go back to 
Beal’s store for paint pur- 
chases. 

Beal doesn’t stop when the 
money for paint is in his cash 
register. “We are responsible 
for a smooth, lasting paint job 
whether it is done by a con- 
tractor or by the homeowner 
himself,” asserts Beal. “We 
always try to find out when 
the painting is going to be done 
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and who is going to do it. If it 
is an unknown contractor, our 
paint specialist goes out to talk 
with the contractor and follows 
through until the job is done.” 


Cooperates with Homeowner 


The company is even more 
careful when the homeowner 
does the painting himself. One 
of Beal’s men delivers the paint 
himself to make sure nothing 
goes wrong before he arrives. 
He does what is necessary to 
insure a good job; usually the 
mixing, thinning and a step-by- 
step explanation of the applica- 
tion instructions. 


The decorators find this co- 
operation with Beal’s pays big 
profits. “Many customers come 
in and say they saw our dis- 
play at Builder’s Supply,” one 
decorator commented. “We 
sometimes sell out the fabrics 
on display at Beal’s” This dec- 
orator estimated that Beal’s 
advertising is worth more than 
$1,000 per year to each of the 
seven decorators mentioned. 


Decorators are enthusiastic 
about the arrangement because 
prospective customers can look 
over their displays at Beal’s and 
select the decorator who ap- 
pears the best qualified to ex- 
press their own tastes. Beal 
never recommends one _ dec- 
orator over another. 


Decorators Make Paint Sales 


Being thoroughly familiar 
with one color system has 
helped the decorators make 
more paint sales. Builder’s Sup- 
ply carries 424 colors and 
shades. Last year, Builder’s 
Supply was invited to paint 
large wall sections in one of 
the decorator’s stores. Each 
color was labeled so that the 
reference led back to Builder’s 
Supply. This year one of the 
decorators was invited to choose 
the color schemes for several 
homes being built on specula- 
tion. The decorator, of course, 
made sure she had a fabric 
which would blend with each of 
the wall colors. 


With his decorator display 
idea, Beal has added seven 
color experts to his sales staff 
with a modest investment and 
has increased his paint volume 
and sales traffic. 

Are there any decorators in 
your community who could play 
on your sales team? 











WESTERN WHOLESALERS 
TAKE THE WORRY OUT 
OF LUMBER BUYING 


Your Western Wholesalers are “set up” for 
service. With many long-established mill 
contacts, knowledge of mill’s specialties, re- 
sources, manufacturing and shipping facili- 
ties and a thorough understanding of buyer's 
requirements, the leading Western Whole- 
salers below can help you take the worry 
out of your lumber buying. Tell them your 
needs. Let them supply your complete 
requirements. 


Duncan Lumber Co., Inc. 


818 Securities Bldg., Seattle 1, Wash. 
Specializing in Fir Gutter, all sizes and patterns. 


Morrill & Sturgeon Gongrue®) 
Lumber Co. — 


YEON BLDG., PORTLAND, ORE. 











Pacific National Lumber Co. 
West Coast Lumber 


P. O. Box 1587, Tacoma 1, Wash. 
ALEXANDER LUMBER CO. 


435 Securities Bldg., Seattle 1, Wash. 
RAIL SHIPPERS @ WESTERN FOREST PRODUCTS 
Specializing in Western Red Cedar Siding 
Telephone MUTUAL 2606 TWX SE 532 


WALES LUMBER COMPANY 


OLD NATIONAL BANK BUILDING 
SPOKANE - - - WASHINGTON 


Our 3lst Year 














‘7 
eee 


564 Marke? St.. 


San Francisco 4, Cal. 


MAUK SEATTLE LUMBER COMPANY 


SEATTLE, WASH. 
WESTERN LUMBER ee 
Eastern Office 4 Warehous 
THE C. A. MAUK LBR. CO., TOLEDO. 0 


Joseph A. Adair Lumber Co. 
520 S$. W. Sixth Avenue 
Portiand 4, Oregon 


Carl E. Soderberg Lumber Co., Inc. 
1120 Old Nat'l Bk. Bldg., SPOKANE 8, WASH 
PINE SPECIALISTS 


Maln 6954 Riverside 4335 


CURTIS LUMBER COMPANYS 
613 PITTOCK BLOCK, PORTLAND 5, ORE 
FOREST PRODUCTS 
Telephone: AT 6591 Teletype: PL572 
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*First of a series of cartoon drawings 
emphasizing safety. Courtesy. Clark 
Equipment Co., Battle Creek, Mich. 


SAFETY SAVES! 


It makes no difference whether your vehicle is a highway truck or a 
forklift truck, the fundamentals of good driving are the same — caution, thought- 


fulness, alertness. 








=—_—_—_ 


AV2ID SUDDEN STOPS NEVER BUTT LOADS WITH FORKS 


OR REAR END OF TRUCK . it's likely to damage 
merchandise; don't make 


... you're liable to spill the 
load, suffer injury and dam- 
age the truck. 


your truck the goat. 























FACE IN THE DIRECTION OF TRAVEL 
. in other words, watch 
where you're going, bud. 


DON’T DESCEND RAMPS 
WITH LOAD IN FRONT 

. the center of gravity 
shifts, the rear of the truck 
lightens and you may dump 
the load. 


















KNOW RATED CAPACITY 
OF THE TRUCK 

... overloading is damaging 
and costly. 


.. if you're ‘going down," 


OBSERVE FLOOR LOAD-LIMITS 
use ramps or elevators. 
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Plumbing Materials on Display 


A common error in planning a 
modern display store for a retail 
lumber yard is to use so much 


space displaying specialty items 
such as garden tools, that regular 
building materials are neglected, 
according to Joe Scaro, of the 
Standard Lumber Company in Den- 
ver. 

Scavo speaks with authority be- 
cause he just had such an experi- 
ence. As an experiment, he con- 





structed modern display racks and 
tables for ordinary pipe and 
plumbing fittings and supplies. The 
idea: to get these utilitarian items 
out of the storeroom so people 
could see them. 

Within a short time, sales of 
these materials jumped as high as 
900%. Joe Scavo will now tell you 
it pays to display the ordinary 
building materials that can really 
mean volume sales. 





The Salesman's Corner 


As you read the items on the list 
that follows, keep a pencil handy. 

Every time you read an item that 
makes you wince a little . . . be- 
cause you feel that YOU are being 
described ... put a big check mark 
opposite it. 

By the time you are finished, 
chances are you will have used your 
pencil at least half-a-dozen times. 

Then, all the rest of this month 
concentrate on trying to correct 
those self-assigned flaws in your 
selling personality. 

Keep trying until you have cor- 
rected them. 


1—He was too darned nonchalant. 
His lounging, slouchy manner... 
the way he smoked in my pres- 
ence ... without permission ... 
all implied he didn’t think I was 
a very important person. 

2—His eyes were shifty and evasive. 
I didn’t like the way he kept 
avoiding looking me in the face. 

3—His eyes were unfocused and 
dreamy. I didn’t like their blank 
stare. 

4—I didn’t like the phony way he 
smiled. When he tried to smile, 
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his face changed expression stiff- 
ly, making him look like a pained 
anteater. Or else he masked his 
face with the uneasy half smile 
that you sometimes see on the 
face of a baby about to have a 
gas burp. 

5—His whole manner was that of 
an order hawk rather than that 
of a fellow sincerely trying to 
help me. I got the impression 
that my order to him meant the 
same thing a scalp means to an 
Indian . . . something to dangle 
triumphantly from his belt. 

6—I didn’t like the bored impatient 
way the salesman listened when 
I talked. His manner seemed to 
say: “For heaven’s sake, will you 
ever pipe down and let me get 
on with my sales talk?” 


7—I didn’t like the liberties he took 
in my presence .. . like placing 
a soiled hat on my papers... 
balancing a lighted cigarette on 
the edge of my desk... of knock- 
ing off his cigar ashes into the 
little glass bowl that held my 
paper clips. 


8—I didn’t like the pompous, bom- 
bastic way in which he orated 
his sales talk. He spoke to me 
as if I were a public meeting. 


9—I didn’t like the way he snorted 
whenever I raised an objection. 
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The pitying look in his eye, the 
supercilious arch of his eyelrows 
the impatient tap of his fingers 
and the snort .. . all seemed to 
say: “What a dumb cluck you 
must be to raise such a silly ob- 
jection!” 

10—I didn’t like the inquisitive way 
his eyes roved over my desk dur- 
ing the interview. 


11—He fingered his lips as he talked 
so his words sounded like drink- 
ing coffee out of a mustache cup. 

12—I didn’t like the presumptuous 
way he breezed into my office 
and took the initiative in shak- 
ing my hand. 

183—The salesman’s general manner 
implied that he thought he was 
a wiser, better man than |. | 
didn’t like that AT ALL! 


14—He was full of nervous manner- 
isms that distracted my attention 
as he talked. 

15—I didn’t like the salesman’s obvi- 
ous attempts at flattery. He im- 
pressed me as the kind of fellow 
out to cultivate your friendship 
for strictly selfish reasons ... 
because later on he might need a 
blood transfusion. 

16—The salesman’s manner was too 
oily, too clever. My reaction was: 
“T don’t want to play poker with 
this city slicker!” 

17—I didn’t like the way the sales- 
man presumed on a short pre- 
vious acquaintance to slap my 
back. 

18—He was stuffy and unbending, 
rather than easy and friendly. 








He gave me the impression that 

he was doing me a favor con- 
descending to talk to me at all. 
19—He looked like an unmade bed. 
The salesmen who call on me 
don’t have to be Beau Brummels 

. but I like them to show me 

the respect of being presentable. 
20—He stuck around too long after 
he’d told his story .. . talking 


my ear off and wasting my time. 


—Richard C. Borde, 
The Dartnell Corp. 








Advertising Service 

Public service and good advert:s- 
ing is combined in this bench, cne 
of several placed at strategic poi:its 
around the city of Houston 
Olshan Demolishing Co., Inc. 
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What's YOUR Answer? 


Test your product knowledge as 
well as your knowledge of what other 
dealers are doing by taking this quiz. 

Rate yourself 10 points for each 
correct answer. 100-90% — excellent; 
80-70%, good; 70-60%, fair; 60-50%, 
passing. 


1—How many dollars did 
farmers spend for new build- 
ings and building improve- 
ments in 1949? 


2—Before and after pictures 
in an ad in this issue show a 
remarkable change attributed 
to “daylight engineering.” What 
is “daylight engineering” and 
what concern features it? 


3—What important new link 
in “the marketing chain” is re- 
vealed in this issue? 


4—An advertiser is featuring 
the idea of “Rental Ladders.” 
What concern does this? What 
kind of ladders? 


_5—What new yard described 
in this issue uses shadow box 
displays, and why? 


6—A plywood advertiser is 
announcing a new product with 
“the spiral grain of ocean 
waves, tide-prints in the sand, 
the lure and romance of ocean 
beaches and wind-swept seas.” 
What is the name of this new 
plywood? 


7—How did a Tucson, Ariz. 
dealer increase his paint sales 
by 700%? 


8—What advertiser features a 
flush door made of “Cativo’? 
What is this material? 


I—Whose new management 
guide will aid your business 
operations? 


10—Name the company of- 
fering a “power-package” unit 
for roller and belt conveyors. 


Answers on page 60. 
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QUICK » ECONOMICAL - COMPACT - SAFE - NEAT 
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\ Say “goodbye” to costly, 
time-consuming operations 
in handling your flooring. 

Buy flooring in HARCO Palletized Units 
— the new, modern way to buy your 
oak flooring. 


You speed up handling all the way 
down the line — from car to yard to job. 
With a fork lift, you handle 750 board 
feet as a unit... quickly, easily, econom- 
ically!’ And, since each unit is “tagged” 
with contents, you get a tally-at-a-glance 
inventory. 

HARCO Palletized Units are made up 
of steel-strapped individual bundles of 
flooring, with battens across top and bot- 
tom. Steel strapping circles battens and 
bundles to make a strong, compact unit. 


Save time! Save money! Build floor- 
_ing profits with HARCO Palletized 
Units. 









A unit is about 3°x3'x7'6” 
and contains 750 board feet. 
Unit rests on 2”x2" battens 
and has battens across top. 
A tally of contents — num- 
ber of pieces and lengths — 
is attached to each unit for 
quick inventory. 


EACH-MAY- WILSON, INC. 


At 6 wm CUTE NON. ES. Se: E 
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Distribution Problem 


(1) Production in practically all 
lines now is at an all time high. (2) 
Creative salesmanship is at a low 
ebb . . . probably the lowest in more 
than a decade. (3) Overall advertis- 
ing expenditures, since the end of 
World War II, have been less than 
2% of sales, as compared with 3%, 
as had been the case for many years. 


. . . We seem to have reached 
the time when we believe that 
things are going to continue 
to sell themselves. 


Change of Pace 


We quote from John L. McQuigg, 
well known advertising-merchandis- 
ing authority: 

“Since the end of World War II, 
and up to recently, it’s been largely 
a race to make things. Today, and 
possibly for the future, we are sure 
to revert more to what we’ve known 
in the normal past as a competitive 
race to sell things.” 


. .. Under the rapidly shifting 
circumstances which now pre- 
vail, there will be little time 
to rest on the merchandising 
oars. 


Significant Figures 

According to Mr. McQuigg, more 
and more money must be spent on 
both advertising and _ distribution. 
The drop from 3% to 2% mentioned 
above means that while production 
was zooming to new highs, American 
industry spent $1,830,000,000 less last 
year than it used to spend to create 
a demand for its products when the 
rate of production was more normal. 


... The pressure to make more 
must always be accompanied 
by a corresponding pressure to 
sell more. 


Both Ends Against 
the Middle 


Probably it is less harmful to be- 
lieve that when business is good you 
don’t have to advertise, than it is to 
subscribe to the often-fatal idea that 
you can’t afford to do so when just 
the opposite is the case. Actually, 
the momentum should be built up 
when demand is good so that it 
doesn’t take as much money and ef- 
fort to keep sales rolling when the 
going gets tougher. 


... Nothing is more disastrous 
in the long run than a long 
period of easy selling. 


MERCHANDISING CLINIC 








Shifting Part of 
the Selling Load 


Another observation by Mr. 
McQuigg: “From now on, advertising 
is going to have a greater share of 
the marketing burden than in the 
past. . . . The calibre of salesman- 
ship is going to be poor for a long 
time and the slack must be taken up 
by advertising doing a better pre-sell- 
ing job. ... Two few companies are 
putting the necessary time and money 
into vitally needed, aggressive train- 
ing programs.” 


Merchandising problems 
are not new in our method of 
distribution. We have’ the 
know-how if we have the 
“will.” 


Where Did the 'Will'’ Go? 


The “will” went with the wind... 
the gales of prosperity which have 
been blowing more or less intensely 
since the Defense Program got under 
way before we became involved in 
World War II. At that time demand 
began to catch up with supply. Soon 
it passed it. War took prodigious 
amounts of practically everything. 
Shortages were built up to the high- 
est point in history. The problem, 
during the war years, was not how 
to sell but how to get materials. At 
the time we really thought they were 
just about the toughest problems we 
had faced! 


.. . Actually, obtaining mate- 
rials, when demand _ exceeds 
supply, isn’t much of a prob- 
lem as compared with what 
happens when there are more 
goods than customers. 


Question Before the House 


Unfortunately it is not possible to 
change the situation suddenly, or 
even at the whim of the master mer- 
chandiser, no matter how skilled he 
may be in the field of distribution. 
It all adds up to a long haul job... 
a combination of many elements. 

A paragraph or two back we said 
that the “will” to sell went with the 
winds of prosperity. Perhaps “will” 
isn’t the word. Maybe “attitude” is 
better. Unquestionably the majority 
of retailers have the will to sell. 
They’d like to liquidate their heavy 
inventories at a profit. The big ques- 
tion is how? 
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... There are many ingredient 
in the “medicine” which wil! 
cure the malady of over-suppl) 


The Shifting Attitude 


When you need an _ automatic 
washer in times of scarcity you are 
glad to take what you can get. The 
appliance dealer can push you around 
pretty much as he pleases. When 
washers become plentiful, the ultimate 
consumer does the pushing around. 
Buyers and sellers change their atti- 
tudes. It is this shift-over that makes 
rough going for all parties concerned 

. especially the dealer. It’s no 
easy matter. That, of course, is the 
big problem that is facing the retail 
lumber industry ... as well as all 
other retail industries. It’s hard for 
people to change attitudes. You think 
it’s easy? Try it out on your first 
prospect who is thinking of building 
something. You’ll find he isn’t the 
same person he was when you merely 
had to promise him you’d do your 
best in trying to get what he needed. 
And you may even find some of your 
own boom-day attitude mixed up with 
your salesmanship! 


. . - Look to your salesmanship 
and all that pertains to it— 
directly and indirectly. 


A Whale of a Big Order 


Sure it’s a big job. It begins in 
the research departments of the 
manufacturer. The product must be 
right. Same way with his distribu- 
tion policy, advertising (“pre-sell- 


ing”) program, sales organization,- 


service. All of these factors must 
be carried through with equal effi- 
ciency, not only by the manufacturer 
but by wholesalers, jobbers, retailers. 
Any weak link in the long chain is 
costly. 


... It’s a mighty long jump 
from the manufacturer to the 
ultimate consumer. 


To the Victors 
Belong the Sales 


Peak production calls for peal 
efficiency in distribution. That’ 
where we stand today. At long las' 
supply is beginning to catch up wit! 
demand. No one doubts our ability 
to make things. Only question: Ar: 
we equally proficient when it come: 
to selling them? If you have the 
answer to that one you need have 
little fear in the future. 
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WHAT’S NEW 





Products.... Sales Aids... . Literature 


SEND FOR THESE: 


A completely new, 12-page, full 
color catalog on Hood Rubber Tile 
has been published by the B. F. Good- 
rich Fooring Division. Designed to 
tell the complete story of Hood Rub- 
ber Tile, the catalog includes a de- 
scription of the product, color chart, 
various installation scenes, suggested 
floor designs, and information on sun- 
dries and supplies that can be used 
with this flooring product. Individual 
copies ‘of the catalog may be obtained 
by writing B. F. Goodrich Flooring 
Division, Dept. AL, Watertown 72, 
Mass. 


“What Every Home Owner, Build- 


er and Architect Should Know about 


Huntington Attic Stairs,” describes 
and illustrates the Huntington metal- 
fold safety-stair. This all-steel life- 
time stair has no counterweights and 
no slides. It is easy to operate and 
cannot break. Built of one-piece 
truss, everything is bolted; lag bolts 
for strength, jambs into joist. Panel 
is bolted so it may be removed and 
stair opening used as attic fan open- 
ing. Easy, 7-step instructions are 


furnished with the Huntington which 
weighs no more than wood and takes 
abcut 20 minutes to install. For copy 
of the manufacturer’s consumer fold- 
er, write Huntington Industries, Dept. 


AL, Memphis, Tenn. 


“Boxes and Crates,” a new publi- 
cation available from Southern Pine 
Association, explains just what to 
look for in selecting and building a 
tough, strong, economical package. 


The engineering details that make a 
crate or box a hardy container are 


illustrated, and data on the most ac- 


cepted kinds of containers allows the 
shipper to select the one best suited 
to his needs. 
makes it easy to find the size that 
will assure maximum strength and 
holding power. 


A table of nail sizes 


A copy of the book 


may be obtained without charge. 


Write Southern Pine Association, 


Dept. AL, 520 Canal Building, New 


Orleans, La. 


Symons’ system of wall-form con- 


Struction is described in a new 34- 


page catalog. Illustrations show in 


detail how simply and easily the form- 


ing system operates. Actual jobs 
where Symons forms have been used 
are well illustrated—showing the 


form in use as well as completed foun- 


dations. Also blueprint illustrations 
and complete specifications are given 

. material and equipment neces- 
sary, time required and cost figures 
on actual jobs. The manufacturer ad- 
vises that, by sending in plans and 
specifications, you will be furnished a 
free form layout of your job without 
charge or obligation. For copy of cat- 
alog, write Symons Clamp & Mfg. 
Co., Dept. AL, 4249 Diversey Ave., 
Chicago 39, Ill. 
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‘in’ Lumber 


Broad range of clay products made 
by Robinson is shown in a new four- 
page bulletin. Condensed specifica- 
tions are provided for Robinson vitri- 
fied clay pipe, perforated clay pipe, 
“Skip-Pipe,”’ Staminite Pipe, clay 
liner plates, clay flue lining, chimney 
tops and bases, vitrified clay meter 
boxes, Lap-Lok wall coping and septic 
tanks with burned-in baffles. For 
copies write The Robinson Clay Prod- 
uct Company, Dept. AL, Akron, Ohio. 


Simplicity — Speed — and Economy 
Drying—Honeywell In- 
strumentation Data Sheet 2.7-2 de- 
scribes in detail the features of the 
automatically controlled Imrie Sipho- 
Fan Kiln. Including drawing and 


several installation photographs, the 
sheet shows how the instruments can 
control from any point in the kiln. 
Write Minneapolis-Honeywell Regula- 
tor Company, Wayne and Windrim 
Aves., Dept. AL, Station 40, Phila- 
delphia 44, Pa. 





Interior Finish Booklet 


This full-color interior finish 
booklet is Insulite’s latest point-of- 
sale help for dealers. To be used as 
a sales tool along with counter dis- 
plays and samples, the eight-page 
beoklet illustrates the many uses 
of Insulite interior products. The 
extra large size, 934” x 124%”, and 
the four-color photographs give em- 
phasis to the Insulite interior 
colors which were selected by 
Faber Birren, one of the nation’s 
leading color experts. Versatility 
of the products is shown in their 
uses for living room interiors, fin- 
ishing off unused basement and at- 
tic space, remodeling and com- 
mercial interiors. For copy, write 
Insulite Division, Dept. AL, 500 
Baker Arcade Building, Minneapo- 
lis 2, Minn. 





New Cabinet Sink 

Youngstown Kitchens announces 
a special 48” cabinet sink model, 
featuring twin bowls and a hide- 


away cutlery shelf. Dealers will 
introduce the new cabinet sink 
with a special promotion beginning 
August 12. The sink is 48” wide, 
36” high and 24” front to back. The 
two bowls, each seven inches deep, 
are part of a one-piece, porcelain 
on steel top, with a four inch back- 
splash and an impressed soap dish. 
A chrome-plated swinging mixing 
faucet is included. Both sink bowls 
are equipped with crumb cup 
strainers, and a food waste dis- 
poser may be attached to either 
bowl.. The hide-away cutlery shelf 
has three compartments and is at- 
tached to the right-hand door, so 
the shelf is in a convenient posi- 
tion for use when the door is 
opened. Doors are sound-deadened. 
Other features include a soap box 
rack on the left hand door, re- 
cessed toe and knee space, a large 
undersink compartment, and die- 
made construction that leaves no 
sharp corners. The undersink cab- 
inet is finished in hi-bake enamel. 
Write Mullins Manufacturing Cor- 
poration, Dept. AL, Warren, Ohio. 
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Flow Diverter 


A Flow Diverter has just been 
developed that connects at any 
point on a permanent line of 
Rapid-Wheel gravity conveyor to 
move cartons in and out of storage 
bays without manual handling. 
Temporary spur lines can be set 
up quickly and easily on either 
side of a main conveyor line. Di- 
verter kit is made up of a connect- 
ing yoke fastened to a 3-foot sec- 
tion of aluminum Rapid-Wheel; 
and a slotted aluminum Diverter 
Plate which has conveyor wheels 
projecting slightly above the sur- 
face. An adjustable curved alu- 
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minum guard rail is also included. 
To set up a spur line, the connect- 
ing yoke bracket is hooked over 
the side frame of the permanent 
conveyor at the desired switching 
point, and a support stand placed 
under the opposite end of the 3- 
foot aluminum wheel section. The 
Diverter Plate is then placed on 
the permanent conveyor line at the 
intersecting point to transfer goods 
from the main line to the spur line 
or vice versa. Gravity sections may 
be added to the outer end of aux- 
iliary line to flow cartons into and 
from deep storage bays. Write The 
Rapids-Standard Company, Inc., 
Dept. AL, 342 Rapistan Bldg., 
Grand Rapids 2, Mich. 


New Features in Carloader 


A number of new features have 
been incorporated in the electric 
Carloader, which are claimed to 
provide easier operation, greater 
safety and improved maneuverabil- 
ity. Operation is simplified by 
mounting the “fingertip” control 
lever on the steering column. This 
makes possible the selection of di- 
rection of travel and the engage- 
ment of the first point of power 
simultaneously. Automatic acceler- 
ation eliminates jerky movements. 
Shifts from one point of power to 
another are timed automatically in 
accordance with torque require- 
ments. Steering is made easier by 
means of the “no-kick-back”’ steer- 
ing axle which is pivoted on rubber 
torsional bearings. An added fac- 
tor of safety is provided by a 
“deadman” brake which is linked 
to the driver’s seat and operates 
off the drive shaft of the drive mo- 
tor. The brake is set automatically 
the instant the driver’s seat is un- 
occupied. Top cover of the battery 
compartment is hinged at center 
to permit charging and servicing 
battery without removal from truck, 
and is also quickly removed so bat- 
tery can be lifted out. Either or 
both of the side louvers may be 
removed, making it a simple mat- 
ter to slide the battery out either 
side of the machine. Write Indus- 
trial Truck Division, Clark Equip- 
ment Company, Dept. AL, Battle 
Creek 40, Mich. 


46 


Outdoor Fireplace Package 


Building supply dealers now 
have an opportunity to make extra 
profits by selling a complete out- 
door fireplace package. It includes 
all the necessary materials for 
building the fireplace in three 
hours or less. The fireplace can be 
installed by the dealer, but the 
average owner who is the least bit 
handy can build it himself by fol- 
lowing the simplest of instructions, 
and with no worry of having to 
purchase additional materials. The 
package includes 11 large fire-re- 
sistant concrete blocks, two large, 
smooth finish cement work tops, 
three base blocks, prepared cement 
mix for mortar, cement paint, and 
a strong all-metal, ready-built 
Majestic fireplace unit. Everything 
is built to specifications. The 
Majestic fireplace unit has a heavy 
angle iron frame, cast-iron bottom 
grate and grill in removable sec- 
tions. The fireplace can be painted 
almost any color to match lawn or 
porch furniture. Write The Majes- 
tic Company, Dept. AL, Erie St., 
Huntington, Ind. 


Kitchen Ventilator 


This all-new Ilg Built-In Kitchen 
Ventilator is model LC10. Made 
with adjustable sleeves to fit vari- 
ous wall thicknesses, catalog No. 
8151 has an expansion range from 
44%” to 6” and catalog No. 8153 
has an expansion range from 534” 


to 9”. Engineered for use in thin 
wall or standard wall construction, 
it delivers certified 500 C. F. y 
capacity. Among the new features 
of this fan is a grille held in place 
by one thumb screw for ease jp 
cleaning; a fan and motor assem- 
bly held in place by one thumb 
screw; one-piece outside and inside 
sleeves of drawn steel; door of 
drawn steel with oversized hinge, 
opening by means of two torsion 
springs and closing by means of a 
pull chain; wide flange on outside 
sleeve for easy weather-tight in- 
stallation in frame, brick veneer. 
or masonry. Bulletin No. 1043P 
contains specifications, ratings and 
dimension drawings. For copy 
write Ilg Electric Ventilating Com- 
pany, Dept. AL, 2850 North Craw- 
ford Ave., Chicago, IIl. 


"Plan of the Month" Service 


Plan of the Month Club 
idea in sales promotion of houses in 


a new 


the Southwest is now available 
from the producers of Best House 
Plans. The sales equipment con- 
sists of an 18” x 24” Portfolio for 
over-the-counter or under -arm 
selling; a pocket sheet, 18” x 24”, 
containing a liberal supply of point- 
of-sales folders of attractive house 
designs; and one choice Best House 
Plans selection which includes an 
artist’s rendering in color of the 
subject house, landscaping and 
painting suggestions, furniture ar- 
rangements, and construction de- 
tails. To supplement this sales 
material, 20 house designs selected 
from a library of more than 201) 
Best House Plans are immediately 
available for filling the Portfoliv. 
Purchasers of the service may be- 
come members of the Plan of the 
Month Club and receive either one 
or two new house designs each 
month for 12 months. Membershi) 
further includes free information 
on planning problems either on in- 
dividual or group house develop- 
ments. Write Best House Plans, 
Dept. AL, 1220 R. A. Long Build- 
ing, Kansas City 6, Mo. 


July 28, 1951, AMERICAN LUMBERMAN ¢ 





in thin 
truction, 


F. M 


features 
Mm place 


torsion 
Ns of a 
outside 
ght in- 
veneer, 
1043P 
igs and 
° copy 
g Com- 
Craw- 


a new 
ses in 


io for. 
-arm 


house 
ouse 
Ss an 


and 
‘e al- 
1 de- 
sale S 
ected 

200 
ate! 
foliv. 
r be 

the 
" one 
each 
ship 
tio: 











53) 9 ACF VAVAI Cem hy 


PONDEROSA PINE 
DOUGLAS FIR _ 
REDWOOD 


LUMBER 
MILLWORK 
MOLDINGS 
SIDING 

1B ROle) wile 


_(e0.J.Silhernagel 


GENERAL OFFICE 


8 S. Michigan Ave., Chicago 3, Ill. 
Telephone RAndolph 6-0540 
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PLASTERERS AND 
BUILDERS 
RY PY Me at] 


Vhey TOO, FIND THE ADDED ADVANTAGES 
OF CORALUX GIVE ADDED PROFIT AND VOLUME 


CORALUX, Schundler’s latest addition to their line of light- 
weight aggregates was accepted immediately for very definite 
reasons. Lightweight (1/12th the weight of sand) CORALUX is 
superior because, by means of a Schundler development, it is 
annealed. This means that the processing is carried farther than 
for ordinary perlite aggregates to give CORALUX more uni- 
formity in size and grade, greater strength and impact absorption, 
better insulation qualities and increased acoustical value ... and 
CORALUX is fire-resistant, too. Plasterers like CORALUX 
because there are no new application methods to learn .. . it 
has the workable characteristics of sand and also, CORALUX is 
white, there is no dark under-color to show through, the finish 
coat is applied faster, easier and goes farther. 


Conveniently packaged, there is no measuring, shoveling, sifting, 
freezing, thawing, waste or storage problem. No wonder the 
demand for CORALUX is so great . . . no wonder dealers are so 
happy about the rapid turn-over and profitable sales volume of 
this outstanding, improved perlite plaster aggregate. If you are 
looking for record plaster aggregate sales and want helpful 
cooperation from trained specialists, then a Schundler dealer- 
ship is for you. 










Annealing Perlite gives CORALUX its 
greater inherent strength. Each honey- 
combed, pearly grain is a maze of 
structural beams and ties which 
absorb stress from all directions. 


Conveniently packaged 3 cu. ft.toa® ” 
bag. Bag weighs approx. 22 Ibs. 
Equal amount of sand weighs approx. 

300 Ibs. 


"© SCHUNDLE 


JOLIET, ILLINOIS 
LONG ISLAND CITY, N. Y. 


Plaster & Concrete Aggregate, High Temp Insulation, Mica 
Pellets, Insulating Cements, Acoustical Tile, Plastinail Box 
Car Flooring, Limestone, “Fesco" Board 
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The "Color-Eye" 


The exclusive “Color-Eye” and 
the Fashion-Right color service of- 
fered by Acme Quality Paints, 
Inc., Detroit, now make it possible 
for dealers to get into the custom- 
made paint business for as little as 
$150. The Fashion-Right color 
service requires a dealer to stock 
only nine tinting base colors and 
white. He can, with these colors 
and gloss control furnish four dif- 
ferent finishes: flat, eggshell, semi- 
gloss and gloss. The “Color-Eye” 
shown here makes mixing Fashion- 
Right colors easy and accurate be- 
cause it flashes an_ illuminated, 
stop-pour signal when the correct 
amount of a specific color has been 
poured into the paint can. Write 
Acme Quality Paints, Inc., Dept. 
AL, 8256 St. Aubin Ave., Detroit 
11, Mich. 


a 


New Dial Gauge 


The first accurate indicator ever 
released for checking the set of 
circular saw teeth is now announced 
by PTI, Incorporated. This new 
dial gauge enables instant checking 
within .001” of the set of any type 
of saw blade tooth—rip, .cross-cut, 
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conventional or safety types. In 
order to have a circular blade saw 
cut accurately and efficiently, it is 
extremely important that the teeth 
are set accurately. With this new 
gauge, every circular saw user can 
easily check the set of teeth on 
resharpened blades to make certain 
that an accurate sharpening job 
has been done. The dial gauge is 
two-faced precision built through- 
out and-is unconditionally guaran- 
teed. Photograph shows the gauge 
in use. This unit fits into a com- 
bination gauge, which can be pur- 
chased separately, for checking the 
setting of planer, jointer and 
shaper knives. Write PTI, Incor- 


porated, Dept. AL, 401 Broadway, 
New York, N. Y. 





=. #5 wt ati ad 
Moisture Testing Instrument 


Moisture Register Company, 
pioneer manufacturers of electronic 
instruments for testing of mois- 
ture content in wood, leather, paper 
and textiles, has developed mois- 
ture testing instrument, Model PD 
1, specifically designed for testing 
wood flour, wood shavings, wood 
chips, sawdust and similar _ by- 
products. Moisture Register’s ex- 
clusive patented principle of high 
frequency power absorption, gives 
the Model PD 1 accurate testing 
to zero per cent moisture. The in- 
strument has a _ penetration of 
three-inches, is portable and simple 
to operate. Moisture content is de- 
termined by pressure of the gun 
electrode against a sample of the 
material, preferably placed in a 
small container such as a wide- 
necked glass jar. The instrument 
operates with a press of the thumb 
and one reading only is required 
to determine moisture content. 
The manufacturer is offering a 10- 
day free trial for the PD 1. For 
information on the trial offer as 
well as details on other electronic 
instruments, write Moisture Reg- 


ister Company, Dept. AL, 1510 
West Chestnut St., Alhambra, 
Calif. 





Alumiladder | 


Baby Irene, famous circus per- 
former, tilts the scale (but not the 
ladder) at 540 lbs., just 36 times 
the weight of the Alumiladder on 
which she kalances. The pail hold- 
er on which midget Harry Doll 
perches is spill-proof too. It’s only 
one of the many features of this 
new line of lightweight industrial 
step ladders now being turned-out 
by the R. D. Werner Co. at its ex- 
trusion and assembly plant at 
Greenville, Pa. Write R. D. 
Werner Co., Inc., Dept. AL, 295 


Fifth Ave., New York 16, N. Y. 
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Revolving Door Display Plans 


Without charge or obligation. 
Aetna Plywood and Veneer Co., 
offers plans for building a revolv- 
ing Door Display Rack that an; 
lumber dealer could use to advan- 
tage. The rack is designed to help 
dealers sell more doors faster and 
easier. Figuring that everyone 1) 
town is a prospect for one or more 
doors, it is a good idea to have 
the doors on display at all times-— 
a new house needs from one to 1) 
doors. This Door Display Rack 
holds 8 doors that slide in and out 
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CATIVO 


Beautifully Grained 


OF HAM PTO he ITE Costa Rican Hardwood 

























FLUSH 
a DOORS 
Eye appeal—Hamptonite Cativo is a most 
attractive door. 
4 * Pocket appeal—a good, dependable door, 
ZH \ yet moderate in price. SPECIFICATIONS 
. ' -pl ti 
Quality-made—Hamptonite Flush Doors are << 7 prac Bh tage st 
soundly designed and sturdily con- for extreme flatness 
aructes. —Leck block on both 
Guaranteed—Hamptonite Flush Doors are sides 
guaranteed to be free from defects in —Easy to finish, belt 
pe materials and workmanship or replace- sanded faces 
not the ment will be made (in the white). —Light in weight, easy 
) times Hamptonite “CATIVO” is faced with Cativo,- to install 
der on a beautiful Costa Rican Hardwood of pleas- <Avetieble in oll stend- 
1 hold- ing grain and texture. ard sizes and 1%, 1% 
y Doll thicknesses 
s only 
of this Write for the Hamptonite folder. 
ustrial 
1ed-out 
its ex- 
nt at 
R. D. 
4, 295 
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1 Montgomery Street P. O. Box 1731 
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quickly and easily. It is mounted 
on a base with six casters, making 
it easy to move from place to place 
in the store. It can also be moved 
into the window. For Door Rack 
plans write Aetna Plywood & Ve- 
neer Co., Dept. AL, 1732 N. Elston 
Ave., Chicago 22, Il. 
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Spindle Sander and Grinder 
The new Kindt-Collins Master 
Spindle Sander and Grinder for 
wood, metal and plastics, incor- 
porates several new and exclusive 
features. The manufacturer re- 
ports this is the only spindle 
sander and grinder of its type that 
has a tilting spindle rather than a 
tilting table. The job on which the 
operator works is always in a hori- 
zontal position. The Master Spin- 
dle can be used oscillating or non- 
oscillating, can be tilted from 0° to 
15° by a worm and gear unit, and 
can be securely locked in place at 
any desired position. The core box 
attachment, which produces 
straight and tapered coreboxes me- 
chanically, eliminates tedious hand- 
work and materially reduces the 
time involved. Other features in- 
clude a lighted periscope for easy 
reading of extremely accurate set- 
tings: a 2 H.P. constant H.P. mo- 
tor, with choice of 2,000 and 4,000 
RPM speeds; adaptability of abra- 
sive sleeves from 14” to 4” in diam- 





eter, and 6” to 11” in length; also 
grinding wheels up to 5” in diam- 
eter and 5” high. Write Kindt- 
Collins Company, Dept. AL, 12653 
Elmwood Ave., Cleveland 11, Ohio. 





Monoseal 


A new silicone base liquid water 
repellent for uncoated exterior ma- 
sonry walls is announced by The 
Monroe Company, Inc. Known as 
Monoseal, this liquid is reputed to 
penetrate from 14” to *%%” into 
masonry surfaces and to provide 
superior water repellency for many 
years. It is a transparent, color- 
less, thin liquid which protects 
against water and moisture, but 
does not alter the surface appear- 
ance in any way. It can be ap- 
plied by either brush or spray and 
only one coat is necessary. The 
manufacturer advises that Mono- 
seal, because of its silicone content, 
is unlike ordinary waterproofing 
compounds and does not close up 
masonry pores. It merely silicone 
coats the pore walls and still per- 
mits masonry to breathe. It is im- 
pervious to oxidation and prevents 
unsightly efflorescence. Because it 
stops water from carrying stains 
into masonry, dirt and grime re- 
main on the surface where it is 
washed off by rain. Monoseal is 
recommended for use on brick, con- 
crete, concrete block, stucco, stone 
and marble surfaces. It is also said 
to be effective on asbestos shingles, 
unglazed tile and masonry previ- 
ously painted with water-mixed 
paints. Write The Monroe Com- 
pany, Inc., Dept. AL, 10703 Quebec 
Ave., Cleveland 6, Ohio. 





Prevents Paint Blisterin 


Breather Tubes permit moisture 
to escape through the exterior 
walls of houses without blis ering 
the paint. Consisting of ‘*,-inch 
aluminum tubes four inches long, 
the breather tubes are inserted 
from the outside to provide ven- 
tilation between stud spaces. Cov- 
ered on the end with screening to 
keep out insects, the tubes are 
inconspicuously installed flush with 
the siding surface. Tests taken on 
the first application of the tubes 
showed that within a few weeks 
after installation the moisture con- 
tent in the walls of the house was 
reduced from 18 percent to 1 per- 
cent. The tubes were developed by 
Carl Brown, after consulting with 
leading paint experts who main- 
tained that paint blistering was 
caused by vapor passing through 
the walls to the underside of the 
siding. For additional informa- 
tion about the tubes write Corn- 
wall & Co., Dept. AL, 1408 East 
222 St., Cleveland 17, Ohio. 


Seal-All Clips 


A means of interlocking shingle 
sections and preventing raising of 
asphalt tabs, is being made avail- 
able in Seal-All clips, a product of 
Seal-All Clip Company. These solid 
copper clips eliminate surface nail- 
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SAWHORSE BRACKETS 


SET UP OR TAKE DOWN 
WITHOUT NAILS OR BOLTS 


2” x 4” FOR LEGS 


supply you. 


50 


Timesaver for anyone in the building trades 
EACH PACKAGE A COLORFUL COUNTER DISPLAY 
Nationally advertised to building 


trades workmen. Order from your 
distributor, or direct, if he cannot 


GRAND HAVEN STAMPED PRODUCTS CO. 
GRAND HAVEN, MICH. 


-L. H. 








L. 


Lumber Corp., Carlton, Ore. 
Douglas Fir 


A Sustained Yield Operation 


E. J. Linke, Pres. 
Graham Griswold, Secy. & Treas. 





Manufacturers 


Guy Haynes, V. P. 
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Profits From Small Inventory 


Artcraft Flush Doors keep your stock investment 
down — and turnover and profits up. 


They bring you repeat business, because they satisfy. 
They are manufactured in the furniture capital of 
America by skilled craftsmen with many years of ex- 
perience in working with wood. They are soundly 
designed and constructed from top quality materials 
for life-time service. 


Frame is of kiln dried Sugar Pine. Stiles 1!/,." wide. 
Rails 3” wide. Lock blocks 3x30", both sides. Core: 
solid throughout. Faces are grade “A”, water resist- 
ing 1/5" plywood panels, bonded to core and frame 
with high test waterproof glue. Smooth sanded both 
sides for natural or paint finish. Weight approximate- 
ly 65 lbs. per door. Glazing is double strength Pitts- 
burgh Glass with waterproof putty. 


FS 30! 


GET THIS CATALOG 


See the complete Artcraft line of 
28 exterior flush doors. 


It will pay you to investigate Art- 
craft exterior and interior flush 
en a doors. 


MICHIGAN DOOR CO. 


MANUFACTURERS 
330 Franklin St., S.W., Grand Rapids 9, Mich. 


Exterior and Interior Flush Doors 





BuItprnc Propucts MERCHANDISER 














: Sorting table and racks where Vestal | ; 
Brand flooring is graded and |. 


racked for bundling. ib 


2 


Get addad beastly with 
VESTAL BRAND 


carefully matched 
Oak Flooring © 


The value of any building is enhanced 
when the floors are attractive. Vestal Brand 
pieces of Appalachian red or white oak are 
precision machined and thoroughly kiln 
dried. ‘Then they are hand strapped in 
bundles of like grade, length and specie 
for convenience, long life and beauty — 
greater value. 


Your “Headquarters for Hardwoods” ships 
full cars of Vestal Brand oak flooring, or is 
happy to include Vestal Brand oak flooring 
in your mixed cars of Appalachian hard- 
woods. 


THE ATLANTIC LUMBER Co. 


Headquarters for Hardwoods 


88 BROAD STREET 
BOSTON, MASS. — 


1055 SENECA STREET 
BUFFALO, N. Y. 
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6” CEDAR-LUX prospects 


Re ARE THICK AS 






YOU BRUSH IT ON 
LIKE PAINT! 


CEDAR-LUX 


is not an imitation. It is ac- 
tually pulverized, aromatic 
cedar wood. It contains all 
the oils and has the delight- 
ful fragrance of real cedar 
lumber and retains fragrance 
and protective properties in- 
definitely CEDAR-LUX is 
packaged in 5 and 10 Ib. 
cans and 50 Ib. drums. The 
user. simply adds water to 
desired consistency and ap- 
plies to inside of closets with 
paint brush, spray or trowel. Can be ap- 
plied over wallpaper, paint, wall boards, 
plaster or any smooth surface. A 5 Ib. 
can will CEDAR-LUX the ordinary small 
closet and a 10 Ib. can will surface a 
large closet 


*% EVERY HOME A PROSPECT 
%& NATIONALLY ADVERTISED 
% FREE DEALER HELPS 
% BIG: PROFIT MARGIN 
Retail Prices: 5 Ib. can $6.95 
10 Ib. can $12.95 
WRITE FOR LITERATURE G DISCOUNTS 


CEDAR-LUX prooucts co. 


DEPT.AL-10,703 Main St., Kansas City, Mo. 











Your best sales tool—the ABC 
finance plan. Ask us today. 


ABC 


BUDGET PLAN 


Qari 


Hammer This Home 





Seseee Always quote the 
Baltimore monthly payment, 
BIRMINGHAM not the total cost, 
BUFFALO when estimating 
CINCINNATI home modernization 
Codes oF repair. Don’t wait 
paventtaS for the prospect to 


DENVER ASK for credit... 
DES MOINES hammer home those 
noianaporis [OW ABC monthly 
KANSAS CITY payments right from 
the start and you 
will close more sales 


LOS ANGELES 
MIAMI 
on the spot. 


MILWAUKEE 
MINNEAPOLIS 
NEWARK 
OKLAHOMA CITY 
OMAHA 
PHILADELPHIA 
PHOENIX 
PITTSBURGH 
PORTLAND 

ST. LOUIS 

SALT LAKE CITY 
SAN FRANCISCO 
SEATTLE 

SOUTH BEND 
TAMPA 

TOLEDO 


ALLIED 
BUILDING CREDITS 


INC. 





Property Improvement 
and Modernization 
Financing Specialists 


General Office: Box 3426 Terminal Annex, Los Angeles 54 
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ing, cannot rust out, and leave the 
roof beauty unmarred forever. 
They may be inserted during ap- 
plication, or after all shingles are 
laid, and are ideal for hexagons, 
3 in 1 strip, and individuals laid 
up Dutch Lap method. A hammer 
is the only tool required to firmly 
anchor the sections. For free 
samples and literature write Seal- 
All Clip Company, Dept. AL, 4379 
W. Pasadena Ave., Flint 1, Mich. 


New Radiant Ceiling 


The “Burgess-Manning Ceiling,” 
providing radiant heating, radiant 
cooling and acoustic control for 
buildings, is now in limited produc- 
tion. A separate Division known as 
the Architectural Products Divi- 
sion, has been established to handle 
that portion of the business relating 
to the new ceiling: Acousti Booths, 
Acousti Panels, Multi Vent and 
Acousti Vent systems of ventila- 
tion. Write Burgess-Manning Com- 
pany, Dept. AL, 5970 Northwest 
Highway, Chicago 31, Il. 





Accent on Simplicity 


“It’s beautifully styled with 
gracefully-flowing curvatures that 
give it elegant, modern eye appeal,” 
says the National Lock Company, 
Rockford, Ill., in describing its re- 
cently introduced National Lockset 
Series “410.” With accent on sim- 
plicity, National Lockset has about 
it an air of handsome dignity that 
bespeaks quality and good taste in 


every respect, the manufacturer 
points out. National Lock’s Key 
Lock, Turnbutton Lock, Privacy 


Lock and Knob Latch are available 
in many beautiful, mirror-like fin- 


ishes. Choice of finishes includes 
bright brass, dull brass, bright 
chrome, dull chrome and dull 


bronze. Dummy trim, consisting of 
door knob. and escutcheon is offered 
in all lockset finishes. A beautiful 
solid brass entrance door handle is 
available for use with Key Lock. 
National Lockset is designed for 
fast, easy application to the door. 
Only seven simple operations are 
required for installing. Locks are 
easily adjustable to door thickness. 
Write National Lock Company, 
Dept. AL, Merchant Sales Division, 
Rockford, Ill. 





Balsam-Wool, Nu-Wood Helps 


As another step in coordinating 
national advertising with local ra- 
dio and newspaper advertising, the 
Wood Conversion Company of St. 
Paul, is offering a 20-page manual 
of “Radio Scripts,” and a 24-page 
dealer ad-mat booklet, as a com- 
bination offer to help in merchan- 
dising their products; Nu-Wood, 
Balsam-Wool, and Tufflex. The 
home remodeling market is the spe- 
cial object of the campaign but the 
advertising carries the message to 
the new construction field as well. 
The entire service is designed for 
quick and correct use of advertising 
aids. The available mats are num- 
bered in the booklet and the order 
cards on the back cover of the book 
facilitate ordering mats as needed. 
The manual, “Radio Scripts” con- 
tains advertisements of from 20 
seconds to 60 seconds duration to 
fit various spot and program times. 
The ad mat book has both summer 
and winter ads on Balsam-Wool, 
Nu-Wood, the Balsam-Wool Nu- 
Wood System, Tufflex, and the new 
“House Doctor” series. Ad mat 
sizes vary from 1 column 2” to 2 
column 8”. Included also are gen- 
eral illustrations for combination 
product ads. For Dealer set No. 


906-315 write Advertising Depart- 
ment AL, Wood Conversion Com- 
pany, First National Bank Build- 
ing, St. Paul 1, Minn. 





Silicon Plastic Filler 


Krak-Tite, a brand new silicon 
plastic material, promises to cut 
the labor and material cost of dry- 
wall construction. Reportedly, it is 
the only patching and filling mate- 
rial on the market that will not 
shrink as it dries. Krak-Tite was 
designed specifically for applica- 
tion in finishing plaster board and 
insulation board. However, the 
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HOLT HARDWOOD CO. 


Manufacturers of 


MAPLE @ BIRCH © BEECH © OAK 
STRIP @ BLOCK 
and 
HERRINGBONE 
FLOORING 


° 
BROOM HANDLES 
GRADED SAWDUST 


‘ 
High Grade Northern Hardwoods 
* 

Custom Kiln Drying 


Members: M. F. M. A. N. HL. A. oN. H. & HM. A. 


OCOnTO, WISCONSIN 


OZARK 


1927 == BRAND -- /95! 
OAK FLOORING 














Your customers are assured 
lifetime satisfaction with Ozark 
Brand Oak Flooring. It is pro- 
duced from fine quclity Mis- 
souri altitude-grown Jak Stock 
which has been properly sea- 
soned in Moore Cross-Circula- 
tion Kilns. It is accurately 
milled on modern machines. 
It is expertly graded in ac- 
cordance with NOFMA grad- 
ing rules. 


Try a shipment and see for 
yourself the fine quality of 
Ozark Brand. 





THE OZARK OAK FLOORING CO. 
BISMARCK, 
MISSOURI 


BuILDING Propucts MERCHANDISER 

















Logged in 1936-1937 
HARDWOODS e WHITE PINE @ HEMLOCK 


Our sustained yield forest management policy for 
the past forty-two years is providing for current 
needs of today and future demands of tomorrow. 


DEFEND YOUR TRADE 
with 


MENOMINEE INDIAN MILLS 


Neopit, Wisconsin 


Air-dried QUALITY LUMBER Kiln-dried 


ROR 











Reduce Delivery Costs 
and Speed up Deliveries — 
with 


-ROLL-OFF 
TRUCK BODY 


SINCE 1918 


e Better ae 


and ' 


Unload a Load 
at a time on 


Complete Beds Shipped KD 
Easy Assembly & Mounting 


Write, wire or phone for Catalog ond Prices 


The R-B COMPANY 


1921 Guinotte 
KANSAS CITY 1, MO.. 
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